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ABSTRACT

This study uses a frame analysis comparison of the website design of secular and
religious online dating websites and how these design choices may shape users’ selfpresentation. Literature is reviewed regarding the history of dating in secular, religious, and
online contexts, self-presentation within Goffman’s The Presentation of Self in Everyday Life,
and user-experience design patterns. Methodology explored a user-experience frame analysis of
the initial boarding experiences navigating the presentation (homepage) and interaction features
(profile-building page) on three dating sites (two secular, Tinder and Bumble, and one religious,
Christian Mingle). Frames analyzed were Options, Fun, Safety, and Control based on the dating
literature. After analysis, it was determined that Tinder and Bumble features could be
categorized under all four frames used for analysis, whereas Christian Mingle could only be
categorized under Control and not the Options, Fun, and Safety frames. Profile-building and
presentation features in Tinder’s website design imply that users have freedom of selfpresentation and can use the platform for a wide variety of goals, including non-dating and nonsexual friendships. In contrast, Bumble’s website design implies that female-identifying users
have control and encourage users to be detail-oriented in their self-presentation, while Christian
Mingle’s website design implies that one should use the platform in order to find a traditional,
faith-based, heterosexual marriage, and should self-present as wanting such relationship. Both
Tinder and Bumble’s website design include user-experience features that are progressive and
modern, while Christian Mingle’s website design features are conservative and less
experimental.
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CHAPTER ONE: INTRODUCTION

By 2020, nearly a third of Americans surveyed said they have used online dating
services. While a majority of these users report positive experiences, many—especially young
women—also report problems such as harassment, unwanted sexually explicit photos, and a
small group even reported threats of physical harm (Anderson et al., 2020). News reports support
such concerns about appropriate social interactions on these services and measures taken to
address them. For example, a 2020 Deseret News article reported the experience of Marla Perrin,
a young woman seeking a romantic partner and potential husband. Perrin is a member of The
Church of Jesus Christ Latter-Day Saints (LDS) and was apprehensive about using online dating
platforms like Tinder because of its reputation for arranging “hookups” rather than sharing the
religious and moral dating values of the LDS community that include waiting for marriage
before sexual relations. The article describes her instead using the online dating platform Mutual,
a platform intended for LDS members. Since the platform was for only members of her religion,
Perrin felt a stronger sense of trust that her matches would share her moral values (Friedman,
2020).
Mutual matched Perrin with a returned missionary who presented himself as
accomplished and handsome. After a first date, however, she found him to be “arrogant and
pushy” and told him she was not interested in seeing him again. Perrin blocked his phone
number after he sent a threatening text but she continued to receive phone calls from unknown
numbers that appeared to be from him. Perrin blocked those numbers as well and thought the
issue was resolved. However, she later received an Instagram message from a potential date who
lived in her area and agreed to meet him at a Temple, the LDS name for church. When she
1

arrived, she found the same man. She again told him to leave her alone and quickly returned
home, but was met with more messages from fake accounts harassing her with names such as a
“liar” and saying she had “mental problems” (Friedman, 2020). Fortunately for Perrin, the
messages eventually subsided and she ended up meeting the man who would become husband
in-person at Temple. Perrin says she is grateful that she no longer uses online dating platforms,
even those designed specifically for her religious background (Friedman, 2020).
Perrin is not alone in her experiences with online dating. Scholarly research has shown
that 60 percent of women under 35 have had someone on a dating platform continuously
contacting them after saying they were uninterested (Anderson et al., 2020). Seventy-one percent
of all users (women and men) of online dating platforms agreed that it is common for people to
lie about themselves to appear more desirable (Anderson et al., 2020).
How one presents oneself, and how one perceives others is a central part of building
relationships and dating. Self-presentation plays a key role in traditional face-to-face dating
situations, but online dating has changed and complicated these traditional expectations, as both
the Pew research and Friedman article demonstrate. Sociologist Erving Goffman’s influential
work on self-presentation and interaction analysis are often used to study social interactions in
face-to-face contexts. Online interactions, however, are shaped by specific decisions made
during the design of the software. Dating systems are explicitly designed to support certain
interactions and discourage others; these design decisions might depend on the specific
communities the online dating system serves (such as the LDS community in Perrin’s case), the
commercial goals for the service (such as encouraging long-term subscription renewals), and the
dating model espoused by the service’s creators—possibly based on research or their own
experiences. I will study these interaction features using the model “design patterns” proposed
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for ideal user experiences and for manipulating user experiences (so-called “dark design
patterns”) from commercial and scholarly sources presented in the literature review.
My main research question is: How does the design of user experience features in online
dating sites shape or filter the social interactions and the self-presentation possibilities that can
occur through them? Secondarily, what design patterns—standard user-oriented and “dark”
manipulative ones—are used in dating websites, and do they differ between religious and secular
dating sites? While certain online dating platforms may give the user the option to input their
religion or not, for the purposes of this study, I define a “religious” dating app as one that
emphasizes its connection with one or more religious communities. By this definition, therefore
a site that advertises itself as “for Catholics only” is a religious dating site, whereas Bumble,
which encourages its users to self-identify by religion, is a secular site. In this project, I have
selected the major religious online dating platform, Christian Mingle (founded by Spark
Networks in 2001 in Beverly Hills, California), and two secular, or non-religious, online dating
platforms, Tinder (developed in 2012 hackathon as ‘Matchbox’ by Sean Rad and engineer Joe
Munoz in Los Angeles, California) and Bumble (founded by Bumble Inc in 2014 in Austin,
Texas by the vice president of marketing, Whitney Wolfe Herd, who decided that a femalefocused site was important after her own experiences with sexual harassment and online
bullying). This study reviews both the homepage and the profile-building sections of each of the
selected online dating platforms.

Online Dating
In 2016, over 1,500 online dating platforms existed in the United States (Stewart, 2016).
Whether you are looking for marriage with someone who shares your same religious beliefs, or
looking for a steady partner in the LGBTQ community, online dating stretches across all
3

backgrounds and demographics. The strength of online dating platforms continues to grow as
global online dating revenue continues to rise each year, as of 2021 it is a 5.6 billion dollar
industry (Curry, 2022). Whereas it used to be most common to meet your significant other
through friends or on a night out on the town, sifting through profiles on dating sites took over as
the number one way to find a partner in 2013 (Rosenfeld et al., 2019). With nearly half of
Americans, ages 18 to 29, reporting using online dating platforms (Anderson et al., 2020), they
play a significant role in how people form romantic relationships using social media.
While computerized dating has been around since 1965, first in the form of simple
computer card matchups (Kuefler, 2016), current dating sites are more interactive, more widely
used, and offer a more sophisticated range of choices and features. In 2022, online dating
happens through the use of the platform’s website or downloadable mobile application, allowing
access to dating services at any location or time. While studies have shown that users prefer
mobile phone applications because of ease of accessibility (Deshdeep, 2021), this study views
the platforms’ websites because more details and designs are viewable. The user signs up by
making a profile of themselves that is viewable to other users, and can then swipe or click
through other users profiles to find a potential partner (Ryoo & Kim, 2015). When creating a
profile, the variety and depth of profile building questions and information a user may provide
varies from platform to platform.
While people may have a wide variety of goals for the type of relationship they are
seeking, from platonic friendships to “hookups” to, ultimately, marriage, online dating platforms
usually feature the ability to: find and access other people, match with agreeable profiles, and
communicate through a messaging system within the platform (Finkel et al., 2012).
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One of the biggest allures to online dating is the wide variety of people using the
services. In 2020 approximately 270 million people worldwide reported using online dating
platforms (Wetzler, 2021). While most of these platforms will ask for your location to show
profiles of users closest to you, some platforms offer a premium service which allows you to find
people from all over the world (e.g, Tinder and Bumble). Before the use of online dating, people
were often limited to meeting potential partners within their own community through in-person
events and services, but now computer network technology, as with other media, has “collapsed
time and space” to provide access to a much larger pool of resources, or viable candidates in the
dating context.
Once the user has perused some profiles and found a potential partner, that person can
request to match. If the other user also agrees to match, then the platform pairs the two together
and allows for the two to communicate with each other through the platform's messaging system.
Initially, these communications only show the user’s first name, or pseudonym, for privacy
measures until the two feel safe enough to communicate directly. While some apps take different
approaches to their messaging capabilities, such as the platform Bumble which requires the
female to start the conversation within 24 hours of matching (Bumble, 2022), all online dating
platforms feature some type of matching and messaging capability.

Online Dating Websites: Background
Tinder
Tinder was founded by Sean Rad, engineer Joe Munoz, and multiple other co-founders in
2012 from a “hackathon,” a computer programming race, in West Hollywood, California.
Originally, Tinder was first named “Matchbox,” until they realized it was too similar to
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“Match.com,” causing them to change the name to Tinder but keeping the flame logo
throughout. Tinder’s popularity grew quickly and by November of 2014 Tinder’s users were
swiping a billion times a day. It currently stands as the most downloadable dating platform with
approximately 400 million downloads. In 2017 Tinder merged with its current ownership
MatchGroup with headquarters in Dallas, Texas (Dating Sites Reviews, 2022).
Bumble
Bumble was founded by one of the co-founders of Tinder, Whitney Wolfe Herd, when
she had left Tinder in 2013 after an abusive relationship with another co-founder, Justin Mateen.
A co-founder of the online dating platform Badoo, Andrey Andreev, convinced Wolfe Herd to
get back into the industry, and in December of 2014 she and two other former Tinder cofounders launched Bumble. Stemming from her experience in an abusive relationship, Wolfe
Herd wanted to make Bumble a female-centered platform. The platform makes the woman make
the first move by starting the conversation with male matches in order to empower women and
curb unwanted harassment. In 2016, Bumble launched its’ BFF feature to meet friends, and in
2017 launched Bumble Bizz for business networking (Hartmans & Williams, 2021). Currently,
Bumble is the second most downloadable online dating platform after Tinder (Statista, 2021).
Christian Mingle
Christian Mingle was originally founded in 2001 in Beverly Hills, California by Mingle
Match. In 2005, Mingle Match was purchased by Spark Networks, the current owners of the
platform along with several others including Jdate (for Jews), LDS Singles (Latter Day Saints),
and Zoosk. While The Spark Networks headquarters are based in Berlin, Germany, it is the
second largest dating company in North America (Spark Networks, 2020). Christian Mingle has
had approximately 16 million users in the 21 years it has been around with approximately 9
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million currently registered. In 2016, the platform had a lawsuit filed against it as it was not
adhering to California’s non-discrimination laws by not permitting homosexual relationships.
Although they do not advertise it, users can now see same-sex matches (Healthy Framework,
2022).

Self-Presentation
As seen with Marla Perrin’s experience with online dating, two problems with online
dating are misleading self-presentation and harassment. With 70 percent of online dating users
agreeing that it is common for users to lie about themselves to come across as more desirable
(Anderson et. al, 2020), self-presentation is a widely researched topic as it is important to
understand in today’s dating culture in order to stay safe and not be deceived. In this study, I
look at how self-presentation in specific religious and secular online dating platforms is shaped
by design features, and how it connects to online dating frames based on the literature. Design
choices may force users to reveal or allow them to withhold information about themselves, or
force choices from a limited range of possibilities, therefore shaping their ability to self-present
in ways that differ substantially from previous face-to-face and traditional dating interactions.
“Self-presentation” is a form of impression management, the process by which people
attempt to control the perception, or the way people think, of a certain concept (Schlenker, 2012)
such as an idea, object, event, or group. Thus, self-presentation is the impression management of
oneself (Leary & Kowalski, 1990). Online self-presentation includes how and what we post
about ourselves on social media, websites, emails, or anything involving the internet in order to
control how other people view us.
Each of us has a mixture of features and traits that define who we are, some of them more
desirable or accepted in society and some, perhaps many, less desirable and accepted.
7

Particularly when developing a relationship, we want to control our presentations, emphasizing
our more desirable traits and minimizing our less desirable ones. This effect is particularly
apparent in social media contexts in which people only post likable qualities or successes, an
approach that leads to widely derided “fake” personas (Deutsch, 2018). On dating apps, these
exaggerations and misrepresentations of the self can have more serious consequences.
Typically, the goal with dating apps is to meet the person you have matched with inperson. However, what if the person behind the screen is substantially different than how they
present themselves? In dating contexts, people frequently misstate physical characteristics such
as height, or exaggerate their wealth, credentials, or influence. Less obvious but with more
serious consequences are misleading others about toxic personality traits, beliefs, and behaviors.
Scholarly research has identified sexual harassment, online stalking, and threats of violence as
common concerns about online dating (Anderson et. al, 2020). Popular media is replete with
online dating coverage and advice. Well-known websites such as Insider, Vice, and Buzzfeed
cover dating horror stories and attract viewers. From ripping people off with a large dinner bill
(Buzzfeed) (McCullough, 2021) to violent acts during sexual encounters (Vice) (Joshi, 2022), so
many horror stories exist that A&E Television Broadcasting made a 2019 documentary series
titled Dating App Horrors: The Untold Story. My study does not analyze online dating traumas,
but it is important to acknowledge the possible consequences of deceptive self-presentation that
is facilitated by online environments.

Website Design Patterns
This study analyzes website designs of both religious and secular online dating websites
to better understand how they may influence self-presentation.
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Website design involves layout, graphic choices, and user interface decisions (Kramer,
2019), all working together to provide an optimal user experience. Design patterns combine all
these features and are important because they define the brand experience and attract (or repel)
users, which ultimately influences the commercial viability. For dating websites, the number and
variety of active users determine not only the fees raised but also the profiles that can be
displayed (or “sold”) to each other. Design patterns that keep users active, engaged, and hopeful
while encouraging positive and discouraging negative social interactions are essential for the
platform's success.
Websites also include design choices to persuade the user into making decisions that
benefit the site. This is known as captology, or the study of computers as persuasive technology
(Fogg, 2003). Captology focuses on human-computer interactions and how humans are
persuaded to make a decision based on the action of the computer (Fogg, 2003). With captology,
the computer is a participant in the communication with the human, rather than communication
happening between humans on a computer (Fogg, 2003). The Amazon e-commerce site employs
captology to great effect: for example, once a customer sets up an account, it is only a one-click
step in order to purchase an item. The convenience can convince users to spend more on Amazon
rather than other websites.
While persuasive technology may have benefits for the website, this is not always true for
the user. These are called “dark design” patterns (Gray et al., 2018). In the Amazon example,
while it may be convenient for the user to instantly order an item, what if the button is clicked
accidentally or the user has a shopping addiction? The user then has to go through the process of
trying to cancel the purchase and get their money back, or, in the latter case, it may encourage
addictive behavior. In many cases, persuasive technologies have the upper hand. This brings up
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the idea of the ethicality of persuasive technology. Computers have the advantage of being a
programmed, persistent machine whereas humans tire out and may become distracted and
frustrated by the experience of using a website, especially one that is unfamiliar, and ultimately
give in to what the website requests for functionality (Fogg, 2003).
While the Federal Trade Commission has set guidelines against outright deceptive design
(Andersen, 2016), dark design patterns get around it by using tactics that understand human
behavior. Overall, authors of this topic of research agree that persuasive technology is only
ethical when it provides equal benefits to both the user and the website/platform (Tope, 2018).
With over 72 percent of Americans agreeing that social media companies have too much
power (Anderson, 2020), and one-third using online dating services, it is important to better
understand the possible influences the design of online dating platforms have to shape our
relationships and, in many cases ultimately, future marriages and families.

Online dating and self-presentation
Self-presentation in online dating has been researched from the perspectives of
impression management, credibility, and accuracy. Heavily cited research includes reviews of
how users of online dating platforms present themselves as their “ideal self” and what they look
for in other profiles to determine if the profile is trustworthy (Ellison et. al, 2006). Overall, the
importance of small cues, such as the tone of the language or types of pictures included, were
factors that both established their “ideal self” and were used to determine other profiles'
credibility (Ellison et al., 2006). Researchers also found that 81 percent of online dating
participants misstated their physical attributes, such as height, weight, and age, in their profiles
(Hancock et al., 2007).
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The Ellison and Hancock articles were both published in 2006-2007, when the search
term “online dating” hit its peak (Google Trends, 2022). The first Apple iPhone released in 2007
gave online dating platforms an opportunity to flourish through mobile apps. Mobile phones
allowed for increased convenience and rapid response time due to the ease of use. As the
popularity spiked, the issue of inaccurate self-presentation rose and quickly became a hot topic
for scholarly research.
Covid-19 affected the online dating scene starting in 2020, leading to new challenges and
research opportunities. With people unable to meet in person, especially during the beginning of
the pandemic, online dating became virtually the only way to meet others and develop intimate
relationships. So much so that on March 29, 2020, when the worldwide “lockdown” began,
Tinder broke its record for the highest amount of activity and swipes, estimating around 3 billion
swipes (Wiederhold, 2021). In the two years since the start of Covid-19, a substantial amount of
research related to online dating and Covid-19 has already been published. Searching “online
dating Covid'' in Google Scholar brings up scholarly articles with topics such as how Covid-19
has changed online dating in general (Wiederhold, 2021), habits involved with online dating in
the era of Covid-19 (Winking, 2021), and negotiating risks involving online dating with Covid19 (Williams et. al, 2022).

Unique Angle and Importance
While several topics involving online dating have been heavily researched, this study
features a unique angle of comparing religious and secular online dating platforms through
analyzing the design and content of the websites. While there is extensive popular commentary
about and scholarly research of secular online dating platforms, and a more limited range of
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research about religious dating websites, these two categories have not been compared from an
interaction design perspective. While previous studies have used experimental or survey
methods to research online dating, or a content analysis of dating profiles, my study instead
analyzes the design patterns that shape users’ abilities to self-present and socially interact. Thus,
this is a design, rather than a content, analysis of online dating sites.
This research is important from both human and media perspectives. With online dating
platforms ranked as the most common way people meet their romantic partners (Rosenfeld et. al,
2019), their design features are important. Given the particular importance of marriage and
courting traditions within various religious faiths, understanding how design patterns support (or
complicate) these traditions in both secular and religiously affiliated online dating sites is
important to understand. Perrin trusted the LDS online dating platform because she assumed that
everyone using it would act on similar beliefs and values (Friedman, 2020), but this was not the
case. This research seeks to find design patterns and potential flaws within both religious and
secular online dating websites that will interpret possible areas for faulty self-presentation and
what to be cautious of when choosing a profile to match with. Findings from this research can be
used to inform users of these platforms what to be on the wary of and potentially guard people
from harassment. From a media standpoint, analysis of these websites can improve our
understanding of user experience in a self-presentation context in which social interactions,
group identities, and commercial motivations intersect, building on design pattern analysis for
sites selling products and services.

Study Structure
The following chapters in this study include: Literature Review, Methods, Analysis,
Discussion, and Conclusion. The Literature Review chapter covers selected research on religion
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in dating and online dating platforms, self-presentation, and design patterns. The Methods
chapter discusses how this study uses content and frame analysis to analyze the three online
dating platforms. The Analysis chapter reviews the content and features found in the three online
dating platforms. The Discussion chapter examines the findings and their implications in light of
the literature. Finally, the Conclusion chapter discusses challenges of the study, areas for further
research, and what the future of online dating may look like.
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CHAPTER TWO: LITERATURE REVIEW
This chapter reviews different sources of published literature on relative topics to this
study such as dating, religion, self-presentation, and website design patterns. The following
sections will examine scholarly literature, popular media articles, and research studies in order to
understand what is known and relevant to the areas of study within this thesis.

A Brief History of Dating
Until the 19th century, several different cultural groups used matchmaking, or the
marriage or unity of a man and woman, solely as a profitable tool for land, property, and wealth.
While different cultures had different techniques to it, matchmaking was overall a way to gain
economic or political power. The component of love or consent being involved in marriage did
not emerge until the era of Enlightenment in Europe, 17th and 18th century. However, this
component of marriage did not erase the matchmaking occupation, but now matchmakers would
try to make based on companionship, rather than a match based on economics (Wollburg, 2016).
Matchmaking can be seen in popular media such as the play Fiddler on the Roof, and Hello,
Dolly!. Both of these plays portray matchmaking in the early 1900s, noting that this method of
finding a partner has lasted centuries. Only 100 years later have human matchmakers been
replaced with online matchmaking.
A list of dates or matches is not novel to online dating platforms. Keeping a record of
potential partners has been around since the use of dance cards in the 19th century. Dance cards
were similar to a small, decorative pamphlet of men’s names a woman had danced with at a
dance, ball, or some sort of organized social gathering (Millikin University, 2015). These cards
could be kept as a souvenir to remember the event or to record and remember the name of a man
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the woman was interested in getting to know further. The turn of phrase “pencil me in,” meaning
to schedule, originated from dance cards with the act of writing a man’s name down with a
pencil in a woman’s dance card booklet to schedule a dance with him (Millikin University,
2015).

Figure 2.1 Dance Card Pamphlet from Millikin University records. (Millikin University, 2015)

From penciling to typing, matchmaking began with the use of a computer in the early
1960s when two Stanford students were using an IBM 650 mainframe computer to run survey
punch cards for a family planning project (Foster, 2007). As the initial project only allotted 10
couple’s questionnaires to be run, the popularity and demand for it caught on quickly, and by
1966 approximately 90,000 people were using this type of service (Kuefler, 2019). As
technology and computers advanced, the first modern online dating website, Match.com,
launched in 1995 (Genovese, 2020) making way for the most popular and current method of
dating.
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Americans of all ages and backgrounds agree that dating has become harder in the 21st
century (Brown, 2020). This viewpoint stems from the #MeToo Movement, a social movement
against sexual harassment, with women reporting the risk and fear involved with dating and men
reporting that they do not know how to behave on dates (Brown, 2020). In his book Bowling
Alone, Robert Putnam (2000) describes how society has become increasingly disconnected.
While we may have social media to keep us updated, socializing with friends and family inperson has decreased in recent years (Putnam, 2000), making it harder to make other
relationships because of the fewer opportunities to meet people in low-stake conditions such as a
community gathering.
Though 47 percent of all Americans believe dating has become harder, 19 percent report
it being easier today (Brown, 2020). Participants who believe dating today is easier than in the
past largely give credit to online dating platforms offering a wide range of choices, yet those who
believe it has become harder also report that it is difficult to find someone who meets their
expectations (Brown, 2020). As for those practicing a religion, it has become more difficult to
find a romantic partner as research reports a worldwide decline of religion (Inglehart et. al,
2021). The following section looks at how religion impacts young adults’ dating lives and the
reasons people use religious online dating platforms.

Dating Within Religion
Religion often sets boundaries or regulations when it comes to finding a life partner. For
instance, in Christianity the New Living Translation of the Bible states in 2 Corinthians 6:14,
“Don’t team up with those who are unbelievers. How can righteousness be a partner with
wickedness? How can light live with darkness?” This verse indicates that Christians should not
join together with, or marry, those who do not share their faith (Perry, 2020). Since this is a
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foundational moral value within the Christian community, and can be found within other
religions (Beckett, 2005), online dating platforms specifically for a certain religion allow
members to find other members with like-minded values and beliefs.
Similarly, an article from The Harvard Crimson interviewed several Harvard students
with a variety of different religious beliefs about how they felt their religion impacts their dating
life in regards to dating people outside of their religion (Beckett, 2005). Topics discussed
included how their families felt about it, how it would impact their personal faith, what culture
and society says about it, how it would impact their children, and “missionary dating” (Beckett,
2005).
Family acceptance is important across many cultures. While students of both Hindu and
Jewish faith felt that personality and compatibility should be more important than religious
background, though, overall they felt pressured by their families and religious communities to
date only within their religion as to not diminish their religious culture (Beckett, 2005). As for
students’ personal faith, students had differing perspectives on dating someone outside their
religion. While one Christian student said they felt like it would interfere with their own personal
relationship with God, another felt like it could, “create more dialogue between you and God,”
(Beckett, 2005). When addressing culture and society in interfaith relationships, students agreed
that religion is connected to their cultural values, such as gender roles and waiting for marriage
to have sex, and can complicate the relationship (Beckett, 2005). Students felt that how interfaith
relationships can affect their children was their biggest concern because of potential conflicts
over how to raise their children and deciding what beliefs, values, and cultures to instill in them
(Beckett, 2005). Lastly, the article addressed the idea of “missionary dating,” or dating non-
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believers in order to convert them. Students said that conversion may result from a relationship,
but it can be an agonizing process (Beckett, 2005).
With family, cultural, and personal influences, dating someone who shares the same
religious beliefs as you is a widely held value of several religious groups and has been found to
be beneficial in the relationship. A study conducted a national survey asking cohabiting and
dating couples how religion impacted the quality of their relationship (Henderson et. al, 2018).
The results found that unmarried couples who share the same religion as their partner reported
notably higher levels of satisfaction in their relationships as well as showing higher interest in
marrying their partner compared to couples that did not share similar beliefs (Henderson et. al,
2018). Couples that share the same religion and beliefs are more likely to prioritize their
relationship feeling as it is a divine union and focus on the positive aspects of the relationship
(Henderson et. al, 2018). Those who did not share the same belief system as their partner
reported higher levels of conflict when it came to cultural values (Henderson et. al, 2018).
As both scholarly research and popular articles point out, same-faith couples tend to share
similar cultural values and report higher relationship satisfaction. This gives reason as to why
religious online dating platforms exist, so same-faith people can find each other with the
assurance that they already share the same values. As with Perrin's experience (Friedman, 2020),
users of these religious-based online dating platforms may have other motives as to why they are
using the platform. Uses and Gratifications Theory has been applied in several scholarly studies
to determine the user’s reasoning for using online dating platforms. As described by Baran and
Davis (2015), Uses and Gratifications Theory is an approach to media that studies the reasons
people identify for seeking out and using particular media, and the gratifications or satisfactions
they receive from such use.
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While many of the studies that apply Uses and Gratifications Theory (U&G) involve
secular online dating platforms, one particular study highlighted the religious dating platform,
Mutual, using U&G application along with Q-methodology to determine the uses of the platform
(Richardson et. al, 2020). Within this study, Q-methodology, or the study of subjectivity
(Valenta & Wigger, 1997), identified participants’ motivations for using Mutual. Participants'
motivations were classified into four groups: “Relationship Ready,” “Swipeaholics,” “Faithless,”
and “Eligible Optimists” (Richardson et. al, 2020). Those who fell into the “Relationship
Ready” category were found to be straightforward with their reasoning to find a romantic life
partner and were the most serious about dating (Richardson et. al, 2020). The “Swipeaholics,”
were considerably less serious about finding a romantic partner and used Mutual more so for
entertainment gratification, stating that it was, “fun to swipe through profiles,” (Richardson et. al,
2020). The “Faithless” groups’ motivation for using Mutual stemmed from pressure by others to
use the platform, but took a pessimistic view of it by distrusting others' motivations for using the
platform, believing that no real relationship would come from it (Richardson et. al, 2020). Lastly
the “Eligible Optimists” used Mutual for both entertainment and dating, believing that it was fun
to swipe through profiles, but also believed in the possibility of finding someone to date
(Richardson et. al, 2020).
Motivations to use online dating platforms differ from person to person, regardless if it is
religion-based or not. Whether it is to just see who is on the market in their area, or if it is to find
someone to develop a serious relationship with, the gratifications people seek from online dating
can vary widely. However, this brings up the issue of how to determine who is being truthful
about their reasoning, as to not be deceived and waste time and effort on someone who does not
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have the same intentions. This leads to the idea of self-presentation within online dating and how
people may present themselves to be different than who they truly are.

Self-Presentation in Online Dating
Sociologist Erving Goffman contributed an abundance of research to what we understand
about self-presentation. In his 1956 book The Presentation of Self in Everyday Life, he compares
social interactions among people to actors in a play and uses the phrase “dramaturgical analysis”
to describe understanding these interactions (Goffman, 1956). In a theatrical performance, the
actor presents themselves as a character with certain physical qualities and personality traits so
that the audience watching will believe the actor is who they say they are. Goffman notes that
individuals present themselves with specific qualities to convince other individuals that this is
who they are. However, unlike a theatrical performance, social interaction is a give-and-take
process where the individual is simultaneously trying to present themselves a certain way and
receive information about the other individual (Goffman, 1956).
Though Goffman’s research was conducted many years ago before the rise of online
social interactions, he provides a framework to view self-presentation within online dating.
Online dating platforms allow the user to create their own profile where they input information
about themselves. Much like an actor in a theatrical performance, individuals may put up a front
to others viewing their profile as a version of themselves that does not accurately depict them. In
this sense, they are using impression management to try to control how their “audience” views
them. However, similar to the give-and-take process of in-person social interactions, the user is
also trying to take in and process information from other profiles. This, in a sense, is the
judgment process of deciding whether to try and match with that person based on the information
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in their profile. If the profile describes someone with appealing characteristics, both physically
and personality wise, the more likely they are to get more matches.
Where online interactions differ from in-person interactions is the aspect of time and
control. While face-to-face interactions happen in synchronous time, online interactions can be
asynchronous meaning it might take hours or days for the other person behind the profile to
respond. While one user has obtained information about another and attempts to match, the other
user may not log on to the platform for days before they see the user’s profile. Online
interactions are also shaped by the design of the interaction features, determining how much
control users may have with their interactions with others on the platform.
Goffman (1956) also explored how social interactions have the possibility of
embarrassment; when self-projection goes wrong, or not the way the person meant to come
across, embarrassment can result. Embarrassment may look like blushing, stuttering in speech, or
avoiding eye contact, but can be fixed during in-person interactions through the other
purposefully ignoring it to make the other feel more comfortable (Goffman, 1956). When it
comes to social interactions through online dating, platforms are typically limited to
communication through text where misinterpretation of ideas is common. Embarrassment in
online dating interactions may be fixed by a text message apologizing or explaining what was
meant, or the user may choose to un-match or block a user if the embarrassment went too far.
Self-presentation in online dating is a popular topic within both popular media and
scholarly research. Research conducted to understand self-presentation in online dating
environments has attempted to identify the strategies people use to present themselves and how
users view other user’s self-presentation. A study using an interview process asked participants
about small self-presentation cues they notice when viewing others’ profiles, how they
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equivalently represent themselves in their own profile as both accurate and desirable, and how to
create credibility that people are who they say they are in their profiles (Ellison et. al, 2006).
The study found that when discussing small cues, participants stressed that the type of
language was something to watch for, such as if someone was interested finding just a sexual
partner rather than a romantic relationship more explicit word choices communicated that selfpresentation (Ellison et. al, 2006). Participants of the study nearly all agreed that they try their
best to self-present accurately, but also present the best versions of themselves by posting
pictures or content they feel the most confident about and what they think will most attract others
(Ellison et. al, 2006). One example given of this concept is posting a picture of you on vacation
scuba diving so others may think of you as athletic and adventurous, when in reality it was just
that once (Ellison et. al, 2006). Lastly, when discussing credibility participants agreed that it was
a commonly encountered issue and there is no way to know for certain if someone is lying about
themselves online (Ellison et. al, 2006).
As for popular media, Netflix’s recent documentary “The Tinder Swindler,” tells the
story of an Israeli man, Shimon Hayut, who created the false identity “Simon Leviev.” “Simon”
presented himself as the son of a billionaire in order to convince women he met on Tinder to take
out loans and credit cards in their names so he could use the money while his family was “in
trouble.” While he swore to repay them, it never came to fruition, causing the women
incredulous debt. In total, it is estimated Shimon stole 10 million dollars from the women he
deceived (Morris, 2022). While the documentary stated that Shimon was living as a free man
using Tinder, The Washington Post reported that within two days of the documentary premiering
Tinder conducted internal investigations and banned Shimon and all of his identities from the
dating platform (Hassan, 2022). As seen here, false self-presentation can lead to serious
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consequences. Relating to Goffman’s (1956) terms, Shimon was playing the part of the actor,
and his audience paid a high price for believing his performance.
As seen throughout this section, inaccurate self-presentation is a common occurrence
online that can potentially have detrimental effects. However, responsibility for accurate selfpresentation also falls on the shoulders of the platforms themselves. The following section
discusses ways in which website design may impact the user’s ability to self-present.

Impacts of Website Design
Common website design choices designers must think about include: context definition,
navigation design, presentation design, menu item choice, and content design (Cocquebert et. al,
2010). Context definition is the initial categorization of the website to determine how everything
else will follow (Cocquebert et. al, 2010). For this study’s case, each of these websites can be
categorized as a dating website, however categories differ with religious versus secular dating
websites. Navigation design is how the website allows the user to move from one page or item to
the next (Cocquebert et. al, 2010), such as the steps of building a profile within a dating website.
Presentation design includes using elements that are common to every page within the website,
such as logo or display area tab to visit different pages of the website easily (Cocquebert et. al,
2010). Menu item choice is deciding whether or not to implement a menu item to select from or
allowing the user to type their own response (Cocquebert et. al, 2010). In regards to dating
websites, implementing a menu item choice may limit the amount of self-presentation one can
display about themselves whereas an open response may allow for more accurate description.
Lastly, content design is the words, data, or other content within the website that allows the
designer to structure the website (Cocquebert et. al, 2010). For example, the content design of a
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menu item selection for a dating website could include choosing between “female” or “male”
when selecting a gender.
User-centered Design
Apple’s Human Interface Guidelines (published in multiple editions over from the 1980s
to present day; I use the 2005 edition in this work) summarizes how to design software interfaces
that people find simple, straightforward, and trustworthy for software developers; its guidelines
are relevant for software, interactive websites and, in later editions, for mobile applications as
well. Influenced by the work of cognitive scientist Donald Norman, its guidelines include the key
concepts of familiarity, simplicity, availability, and discoverability (Apple, 2005). Familiarity is
the idea that familiar, or well-understood components should be used within website design. For
example, using familiar icons such as the triangle-shaped play button or the double vertical lines
pause button should be used for such features rather than an unfamiliar icon. Creating a familiar
web environment will give comfort and ease to users. Simplicity is the idea of making a task as
easy as possible for users. If a user is trying to find a particular page or function of a website, a
one-click action should typically be all it takes for users to get to the task and not be surrounded
by unnecessary details. Availability is the idea that the most frequently used tasks should be
available for users on the homepage interface, while other less common tasks are within other
features of the site. This is done for both aesthetic purposes and to aid the Simplicity guideline.
Discoverability is the idea that users should be able to easily determine the functionality of the
website, such as clickable items. For example, websites can incorporate Aqua controls, which
resemble three-dimensional buttons users have seen on physical objects and are a way for users
to discover that there is a clickable option (Apple, 2005).
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Persuasive Technology/ Dark Design Patterns
In contrast to the human interface guidelines above, persuasive technology focuses on
interaction designs that manipulate and may not be in the best interest of the user. In software,
persuasive design, also known as dark design, patterns include variations such as nagging,
obstruction, sneaking, interface interference, and forced action (Gray et. al, 2018) that are often
used to increase revenue in commercial applications. Nagging refers to the act of redirecting the
user to a different task from what the user is trying to accomplish, such as a pop-up (Maier &
Harr, 2020). Obstruction is the act of making a task more difficult than need be typically to
prevent the user from accomplishing the goal, for example when companies try to prevent you
from changing your privacy settings by requiring several steps (Gray et. al, 2018). Amazon, for
example, among many other companies uses this dark design pattern to make it very difficult for
a user to unsubscribe or remove an account. Sneaking involves any effort to try and hide or
disguise something from the user that they may not agree to if they had the knowledge, such as
hiding in the fine print that a website may sell your information when you agree to the terms and
conditions (Gray et. al, 2018). Interface interference refers to any manipulation of the website's
interface, or layout, that advances particular actions, such as a preselected box checked signing
the user up for promotional emails (Gray et. al, 2018). Lastly, forced action is anytime a user is
required, or forced, to take an action in order for the functionality of the website or technology,
such as the inability to restart your computer without updating the software (Gray et. al, 2018).
As part of my study, I examine the design choices website designers incorporate
(Cocquebert et. al, 2010), the guidelines that create an interface that benefits users (Apple, 2005),
and the potential dark designs (Gray et. al, 2018) in the websites of Tinder, Bumble, and
Christian Mingle.
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CHAPTER THREE: METHODS

Sampling
For this study, I define a “religious” online dating platform as one that emphasizes its
connection with one or more religious communities, whereas a “secular” online dating platform
is one that is not linked to a particular faith in advertising. To compare religious and secular
sites, I selected Christian Mingle for the religious online dating platform, and Tinder and Bumble
as the secular online dating platforms. I examined each platform’s home web page and the
profile-building (on boarding) process to analyze the framing of content and interaction features
of these three platforms. My goal is to identify thematic frames and possible design flaws or
advantages within these pages of the website that affect a user’s self-presentation.
Since this research seeks to compare specific online dating platforms, religious versus
secular, purposeful sampling was used in the selection of the platforms. According to Patton
(1990), sampling within qualitative research can be defined as purposeful sampling because it
focuses on in-depth investigation of the content. In selecting the two secular apps, Tinder and
Bumble, I researched the top online dating platforms and chose the top two. As seen in the graph
below, Tinder and Bumble rank as the most popular downloadable platforms as of May 2021
when the survey was conducted (Statista, 2021).
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Figure 3.1. “Most popular dating apps in the United States as of April 2021, by number of monthly downloads (in
1,000s)” (Statista, 2021)

In selecting the religious online dating platform, I chose the largest religious group in the
world, Christianity (Hackett & McClendon, 2017), and then selected Christian Mingle because it
was a top-rated Christian online dating platform with 3.5 million users (Brooks, 2021). It should
be noted that several religious or niche affiliated online dating platforms are owned by the same
company, such as Christian Mingle is owned by the Spark Networks which operates a total of 12
online dating platforms. Selecting these three platforms allows for an organized, in-depth
comparison of their features.

Content Analysis
The goal for this study is to discover and compare areas of both religious and secular
online dating websites in terms of self-presentation. To do so, I employed a user experience
frame analysis, a type of content analysis that also examines user interaction features, as my
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research method. Content analysis is the process of using a structured procedure in order to draw
accurate inferences and conclusions from a text (Weber, 1990). Content analysis can be used for
several purposes such as comparing media or different ways of communication, identifying
patterns and characteristics of media, or revealing the focus of an individual, group, or platform
(Weber, 1990). This study intends to use content analysis for all purposes listed: to compare
thematic framing within religious and secular online dating platforms, to identify any website
design patterns and possible flaws or advantages within the websites, and to examine the
possibilities for user self-presentation allowed by each online dating site.

Content Analysis: Quantitative and Qualitative
Within content analysis are two subcategories: quantitative and qualitative. Quantitative
content analysis seeks a statistical measurement through a coding process (Riffe et. al, 2019).
Typically, quantitative content analysis involves human coders to review sample content and
count, or measure in some form, the sought after content (Riffe et. al, 2019). However, in 1952,
Siegfried Kraucer argued in his article, “The Challenge of Qualitative Content Analysis,” that
quantitative analysis was limited because of the difficulty of interpreting statistical findings in
this context; instead, he recommended qualitative content analysis. Qualitative content analysis
seeks to include the meaning behind the text (Schreier et. al, 2019). While qualitative content
analysis has been critiqued for being too ambiguous, and quantitative as too limited, the two
methods are often used together as a hybrid method (Schreier et. al, 2019). In regards to this
study, I will be using qualitative content analysis, as I am examining the thematic content of the
websites through the lens of framing.
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Frame Analysis
As mentioned in chapter two, sociologist Erving Goffman was one of the first to study
constructed social interactions. He is also given credit with developing the research method of
frame analysis in his book Frame Analysis (1974). This approach analyzes how people interpret
and construe situations and events (Mills et. al, 2010). In other words, frame analysis attempts to
understand how people view the world around them.
For example, a scholarly study used content analysis to identify the most popular frames
within television and press news stories. Researchers looked for multiple frames in the news
stories they analyzed: attribution of responsibility, conflict, human interest, economic
consequences, and morality. After reviewing more than 2,600 newspaper and 1,500 television
news stories, results showed that the “attribution of responsibility” frame was most prevalent
within these news sources. Differences in framing occurred more between “sensationalist” news
and “serious” news sources rather than television versus press news. Sensationalist news tended
to frame stories with human interest, using factors such as a personal story and information
causing sympathy, whereas serious news was framed most commonly by responsibility, using
factors such as putting blame on the government or organization or offering a solution to a
problem (Semetko & Valkenburg, 2000).
This study uses frame analysis to identify how each website’s content and user
experience features align with four online dating frames identified from popular and scholarly
literature, and their implications for user self-presentation. User experience features may include
the familiarity, simplicity, availability, and discoverability of the interface of the website, as
noted by Apple’s Human Interface Guidelines (2005), as well as the manipulative “dark design”
patterns.
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After reviewing scholarly research (Ellison et al., 2006) (Anderson et al., 2020), Reddit
groups focusing on each dating platform (Tinder, Bumble, and Christian Mingle), and online
dating advertising, I identified four common thematic frames of dating platforms: Options, Fun,
Safety, and Control.
The Options frame refers to the idea that people view dating sites as having many types
of people to meet with varying types of relationship goals. Users may view online dating
platforms as a way to meet casual partners for dating or sexual relations, or as a way to meet a
long-term life partner. This frame also refers to the vast amount of people on dating platforms.
With approximately 270 million people worldwide using online dating (Wetzler, 2021), and 30
percent of the U.S. population having used a dating website (Anderson et al., 2020) the number
of people available on these dating services is vastly larger than in previous dating contexts. On
Reddit, this frame is expressed by comments such as this one from user Superb-SJW (2021):
“I've found everything from hookups to relationships on Tinder. I used a bunch of apps for the
year I was single before meeting my partner and I found they're basically all the same, just as
many hook up opportunities on Bumble or Hinge or OkCupid.” Too many options can be a
disadvantage for some users, suggesting that filtering by self-presentation data is important:
Reddit user RemingtonAlexander (2018) says, “I met my wife on Christian Mingle. I weeded
through a lot of people that matched with me but weren't necessarily of the same denomination.
I'm a pastor so that was a pretty big deal to me.” Whether the goal is a short-term fling or a
spouse, providing a wide variety of options is an important feature for online dating platforms.
The Fun frame represents the idea of online dating as a form of entertainment that is
enjoyable rather than stressful for its users. Referring to the study of Mutual, the LDS dating
platform, Richardson et. al. (2020) coined the term “Swipeaholics” for those people who were
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less serious about finding a romantic partner and were using the platform as a way to have fun.
Reddit user zgh5002 (2020) describes their use of dating platforms as a low-pressure, low-stakes
experience: “I treat them [dating platforms] like a supplement to dating and more like
entertainment. The success rate for most men is so abysmal that there is no reason to take them
serious. If a conversation happens, cool. If a date happens even better.” Pew Research found that
the majority of online daters found it fairly easy to find people who wanted the same type of
relationship and shared common interests (Anderson et al., 2020), whatever that may be for the
individual. While this frame may depend more so on the individual’s intention of using the
platform, online dating platforms may incorporate design tactics that express that their platform
is not only for romantic connections, but also an enjoyable, fun experience.
The Safety frame highlights the measures that make online dating safe. Scholarly research
has identified sexual harassment, online stalking, and threats of violence as common concerns
about online dating (Anderson et. al, 2020). How an online dating platform addresses these
issues in its content and user features leads to the impression of it as a “safe” platform. The
Tinder Swindler documentary stressed how descriptions in a person’s profile can be misleading
or even outright false. Some online dating platforms implement safety measures from a simple
listing of precautions about staying safe online to technological ones such as requiring a picture
of the user taken within the platform itself (using a mobile app that uses the phone’s built-in
camera) to confirm who is uploading to the profile (Thompson, 2021). How each platform
incorporates safety features into the website may influence the user’s impression of online dating
safety (or danger).
The Control frame addresses users’ ability to control and personalize their online dating
experiences both in terms of self-presentation, that the user can determine how they want to
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present themself, and in terms of ability to select other profiles to match with and express interest
in. If user’s are especially interested in a specific profile, some platforms offer a subscription
where users can show extra attention to a particular profile, as Tinder calls a “Super Like”
(Tinder, 2015), therefore controlling the degree of interest shown. Pew Research found that those
who have had a positive experience from online dating, say that one of the reasoning behind that
is because of the ability to evaluate a person before meeting them and know that they are
mutually interested (Anderson et al., 2020). This would not be possible without the level of
control that online dating platforms offer to users. In this sense, users can take control of their
dating or romantic life by making judgment calls before meeting. How the platform structures its
profile-building, the amount of users on the platform, and whether it offers premium services
may influence the user’s perception of control over their online dating experience.

Chart 3.2 summarizes key questions I asked while reviewing each frame for each
dating platform’s home and profile-building pages.
Frames & Questions

Options
● Does the website imply there are a wide variety of people on the platform?
● Does the website include pictures of several people?
● Does the website suggest multiple types of relationships users can find on the platform?
● Do user experience features support this frame overall?
Fun
● Does the website use language implying the platform can be used for entertainment?
● Does the homepage show friendships?
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● Does the website’ profile-building allow users to self-present as just using it for fun?
● Do user experience features support this frame overall?
Safety
● Does the website have a clearly labeled section on safety?
● Does the website implement design features in the profile-building page to determine
validity of the user?
● Does the website address safety features before creating a profile?
● Do user experience features support this frame overall?
Control
● Does the website’s profile-building allow for areas of self-expression?
● Does the website offer a premium service?
● Does the website use language involving control for the user?
● Do user experience features support this frame overall?

Chart 3.2. Frame Analysis Questions

Data Capture
To begin my data capturing and analysis process, I performed a quick scan of the
homepages of Tinder, Bumble, and Christian Mingle to get a sense of what I would need to look
for and get a first impression of the sites. I then did an in-depth review of each of the websites’
homepages, capturing data corresponding to each area I looked at: Overview, Language,
Navigation, or Profile-Building. Each of these areas incorporate website design choices and
affect user experience, therefore potentially affecting a user’s self-presentation on the platform.
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During this process, I took detailed notes on what was observed and included screenshots of the
websites whenever a notable feature appeared. Once I reached analysis of the Profile-Building
experience, the onboarding pages of the website, I screen recorded the entirety of the process
from the “sign up” action to the “delete account” action. This was done so I could go back and
capture data without having to make a new account each time. However, when collecting data
from the Profile-Building pages, I noticed all sites required an email account in order to sign up
and begin the profile-building process. Due to this and not wanting to use my personal
information, I created a temporary Google email account to be terminated at the conclusion of
this project along with the accounts on all platforms. However, some of the platforms also
require a phone number verification, which I had no other option than to use my own. After the
four areas of data were captured and analyzed, I then applied my findings to chart 3.2 to
determine the degree of which each platform fulfilled the frame. Below are the section titles
along with the overarching question for each section I answered in my analysis. Along the way, I
paid attention to any dark designs that may impact user experience.

1. Overview of Homepage: What are the basic elements on the homepage of the website?
2. Language/ Tone: What type of language is used within the homepage?
3. Navigation and Interaction Features: What and where are the navigational tools on the
homepage?
4. Profile-Building: Walk-through of the sign-up process, how does it allow users to selfpresent?
5. Frame Chart Analysis: Application of websites to chart to determine frames.
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CHAPTER FOUR: ANALYSIS
The purpose of this chapter is to highlight the design features of each of the three
platforms. It is organized by categories of what I am analyzing on the platforms (Overview of
Homepage, Language and Tone, Navigation Tools, and Profile-Building), followed by the three
platforms within each category (Tinder, Bumble, and Christian Mingle), with a final paragraph in
each category briefly comparing the findings among the platforms. The last category is a
summary Chart comparing the platforms by the frame questions listed in the previous chapter.
Note that data capture, screenshots, video recording, and analysis process took place during
March 2022.

1. Overview of Homepage
Tinder
On the homepage of Tinder, tinder.com, one is greeted by several different faces of
profiles on cellphone screen diagrams at an angle. The people in the profiles are diverse in terms
of both gender and ethnicity. Most people are smiling or making a humorous face, but four
profiles have more serious faces. Listed in the profile diagrams are names and ages. Within the
19 profiles displayed, ages range from 19-30. These profiles are the background for the large
white text in the center saying “Swipe Right ®” with a red and orange ombré button centered in
the middle of the page that allows users to create an account. Just underneath the button to create
a profile is white clickable text advertising Tinder’s new clothing line that takes users to Tinder’s
clothing website, “Tindermade.com” (Fig 4.1).
At the top of the homepage page is a navigation bar with white font. Positioned in the top
left corner of the homepage, the navigation bar displays (left to right): Tinder’s flame logo,
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“tinder” in lowercase, Products, Learn, Safety, Support, and Download. In the top right corner of
the homepage is a small world shaped graphic with “English” next to it, along with a white
button with red font reading “Log in.” As users scroll down the homepage, the navigation bar
remains at the top of the page, while the background of profiles scrolls away.
Further down are three squares, side by side, with testimonials about Tinder with names
and a quotation symbol graphic at the top of each square. These testimonials rotate through with
other testimonials every few seconds, but allows users to hold and drag through them at one’s
own pace to read. In total there are 13 testimonials all with different types of stories. Beneath the
testimonials is another set of navigational tools including Legal, Careers, and Social. The Legal
subcategories includes: Privacy, Terms, Cookie Policy, and Intellectual Property. The Careers
subcategories include: Careers Portal and Tech Blog. The Social category includes clickable
logos of the social media platforms Tinder uses (Instagram, Tik Tok, Youtube, Twitter, and
Facebook) that takes users to their profile of the corresponding social media. On the right side of
these categories are another vertical list of clickable words leading to corresponding parts of the
website including FAQ, Destinations, Press Room, Contact, and Promo Code (Fig 4.2).
Beneath these navigational tools, and separated by a thin line, are the words “Get the
app!” with clickable links to download the mobile application on the Apple App Store for
iPhones or Google Play for Androids. Below the links are two short paragraphs pitching a short
advertisement for what Tinder has to offer. Below the paragraphs, also separated by a thin line, is
a final set of navigational tools listed horizontally in the bottom left corner including: FAQ,
Safety Tips, Terms, Cookie Policy, and Privacy Settings. On the bottom right is the Creative
Commons symbol next to “2022 Match Group, LLC, All Rights Reserved,” for licensing of the
website (Fig 4.2).

36

Fig 4.1. Tinder Homepage initial view. (Tinder, 2022)

Figure 4.2 Tinder Homepage scrolled down. (Tinder, 2022)

37

Bumble
On Bumble.com, the initial view of the home page shows a woman laying down on her
back, holding her phone up displaying a match. The woman’s face is mostly out of view and
focuses more so on her hands holding the phone. In the center of the picture is a white text box
with the words “Make the first move,” and in smaller font beneath it, “Start meeting new people
in your area! If you already have an account, sign in to use Bumble on the web,” along with a
yellow “Join” button and a white “Sign In” button beneath the previous text.
The top left-hand corner of the screen contains Bumble’s yellow hexagon shaped hive
logo and name, while the top right-hand corner is where the navigational tools appear including:
The Shop, The App, Ambassadors, The Buzz, and About. Below on the initial homepage view is
the text, “We’re not just for dating anymore” at the bottom of the page, as seen in figure 4.3.
Below the phrase, Bumble advertises its three ways to use the platform including Bumble Date
(for romantic relationships), Bumble Bizz (for networking and career opportunities), and Bumble
BFF (for friendships) (Fig 4.4). Each advertised format shows its own graphic of a smartphone
with a Bumble profile in it. Though diverse in ethnicity, each of the three people displayed in the
profile are smiling and look modest. Beneath the advertisements of the different formats is a
graphic displaying a text chat in yellow to the left of the screen, while the right side contains the
heading “Why Bumble?” with a short paragraph of why users should choose to use Bumble and
a button to “Learn More” about the platform.
Scrolling further down, users come across a graphic that includes several different selfidentifying facts in multi-colored, oval shapes (Fig 4.5). In the center of the graphic is another
white text box that again says, “Make the first Move,” and “Women talk first to set an equal tone
from the start.” Arrow keys are presented at each side of the graphic, displaying two other
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screens, one about Bumble phone verification with a graphic of a smartphone showing the
verification process, and the other advertising the success stories, or testimonials, of Bumble
with a photo of a man and woman sitting on opposite sides of a bench wearing masks.
Lastly, the bottom of Bumble’s homepage displays the text, “Follow @Bumble,” a
graphic showing it won Apple’s Connection Trend of the Year for 2021, the logo and name,
social media logos of links to Bumble’s profiles, and another set of navigation tools in small
print at the very bottom (Fig 4.6). The navigation tools include: FAQ, Events, Contact Us,
Guidelines, Careers, Investors, Modern Slavery Act Statement, Terms & Conditions, Privacy
Policy, and Manage Cookies.

Fig 4.3. Bumble initial homepage. (Bumble, 2022)
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Fig 4.4. Bumble’s three formats. (Bumble, 2022)

Fig 4.5. Bumble’s self-identifiers. (Bumble, 2022)
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Fig 4.6. Bumble’s homepage bottom of screen. (Bumble, 2022)

Christian Mingle
On Christianmingle.com, users are met with a Caucasian couple smiling together, looking
off into the distance on the shore of a beach (Fig 4.7). The couple is centered to the right of the
screen, while the left has Christian Mingle’s fish logo and name at the top with the phrase “Love
is Patient. Love is Kind. Love is Here.” advertised beneath it. Within the picture is also a button
to register, download the platform through Google Play or the App Store, and a member login in
the top right corner.
Beneath the picture are three graphics advertising different aspects that Christian Mingle
has to offer: “Strength in Numbers,” “Faith-Driven Singles,” and “Love that Lasts.” Below the
graphics is a short paragraph beneath the graphics describing the type of Christian, God-centered
relationship available to find on Christian Mingle, along with another register button.
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Further down is another picture of a couple holding their hands together in the shape of a
heart. Atop of the picture is text advertising “Believe by Christian Mingle,” a blog with articles
and testimonials about Christian Mingle, and a button to “Read Now.” At the bottom of the
homepage, beneath the picture and advertisement for Believe, are several navigational tools
including: About Us, Help, Contact Us, Online Safety, Success Stories, Believe, About Spark
Networks, Spark Networks Sites, Affiliate Program, Investor Relations, Our Intellectual
Property, Careers, Privacy, Terms of Service, Cookie Policy, and Accessibility. To the right of
the navigational tools is Christian Mingle’s copyright statement and a paragraph stating the
website does not perform background checks on the users of the website. Lastly, social media
logos with links to Christian Mingle’s profiles are included along with an option to switch the
language of the website (Fig 4.8).

Fig 4.7. Christian Mingle’s Homepage initial view. (Spark Networks, 2022)
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Fig 4.8. Christian Mingle’s Homepage bottom of screen. (Spark Networks, 2022)

Compare & Contrast: Overview of Homepages
After visiting all of the website’s homepages, the first factor that caught my attention are
the pictures on each site. All three of the websites use pictures of faces in some capacity to show
the types of people one can find on the platform. Tinder has several unique and ethnically
diverse faces (Fig 4.1), representing that they are a dating platform that is inclusive of everyone
regardless of any type of background or sexual orientation. Tinder’s use of multiple diverse faces
shows that Tinder can be used to find a wide variety of people, supporting the Options frame.
Bumble’s initial picture of the woman using the mobile application does not show her face (Fig
4.3), but further down, three faces are used in advertising each of the modes to use Bumble (Fig
4.4). The description of each use, along with a corresponding face, shows that Bumble can be
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used to find multiple types of relationships, not just romantic relationships, supporting the
Options frame as well. Christian Mingle uses a picture of a Caucasian couple in their initial view
of the homepage (Fig 4.7). Further down their homepage is a picture of another couple holding
their hands in a heart shape, but it is darkened and hard to identify race (Fig 4.8). Since the page
does not incorporate other people or other ways the platform can be used for other types of
relationships, it does not support the Options frame from the overview of the website.

2. Language and Tone
Tinder
Beginning with “Swipe Right” in large, white font in the center of the homepage sends
the message of encouragement for users to make matches and meet people. The term “Swipe
Right” is also a registered trademark of Tinder, as seen by the ® symbol next to it, and is the
platform’s tagline. The design of its placement in large font in the center causes the user’s eye to
read it first, and therefore establishing Tinder’s brand. The term has become a well-known
phrase for liking or approving of someone, and describes the simplicity of finding a match, or
potential significant other, as easy as moving your finger.
Scrolling down to the testimonials, each of the 13 personal stories are diverse in their
own respect. I have selected four examples to illustrate the diversity of experience. One describes
long term LGBTQIA relationships forming such as Magdalena and Annie, “I had just gotten out
of a relationship, and Annie had just started dating women so we were both nervous and treading
lightly for a little bit! We both fell hard and fast and knew we had found our person fairly
quickly.” Gabriel and Fiance, a religious couple, describe their story meeting through Tinder, “I
met my fiancé on Tinder during the quarantine for COVID. She is from Lafayette, Indiana and I
am from Cleveland, Ohio. We are both Christians who fell madly in love.” Elissa Donahue
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describes her initial use of Tinder for fun, but ended up meeting her spouse, “My college
roommate and I both would stay up on Tinder, not looking for anything serious (also not looking
for hookups though, just entertainment). My now husband and I matched on Tinder.” Sean and
Marianna Polcha describe their experience of using Tinder’s premium services to show extra
interest, “I didn’t think anything would ever come from it, but one day I saw this stunning beauty
come across the app. I Super Liked her, paying a dollar extra for the Super Like!”
With each testimonial being unique from the next, Tinder falls into the Options frame by
displaying how it is an all-encompassing platform with diversity as a priority. Tinder is trying to
show that LGBTQIA couples can meet through the platform just as much as religious couples
can, or it can be classified under the Fun frame when the platform is simply used for
entertainment purposes. Sean and Marianna Polcha’s testimonial shows that users have a level of
Control by using Tinder’s premium service and paying for “Super Likes” based on their success.
Further down Tinder’s homepage are the two paragraphs pitching the idea of Tinder to
users and what advantages it has to different types of people. Below is a screenshot of what the
paragraphs say.

Fig 4.9. Screenshot of Tinder’s pitch to users. (Tinder, 2022)
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In this pitch to attract new users, Tinder expresses that they are a platform for those of
any background or sexual orientation. The phrase, “There is really something for everyone on
Tinder,” implies that Tinder has multiple uses such as finding a relationship, friends, or
strengthening one’s college experience. Tinder also mentions that it is the “world’s most popular
free dating app” with over 55 billion matches made to encourage new users that they will find
success on Tinder as well, falling under the Options frame. Overall, based on the use of language
on the homepage of the website, Tinder comes across as an inclusive dating platform for anyone
with any type of relationship goal.
Bumble
Founded by Whitney Wolfe Herd in 2014, a former co-founder of Tinder who
experienced sexual harassment by another Tinder co-founder, her goal was to create a dating
platform that empowered women and lessened the chances of sexual harassment (Hartmans &
Williams, 2021). Bumble’s communication is designed to have women initiate the conversation
when a romantic match is made in order to, “set an equal tone from the start,” as said on the
homepage (Fig 4.3). On Bumble’s initial homepage, the phrase “Make the first move,” is in
large, bold font in the center of the page atop of the picture of the woman holding her phone
showing a match on the mobile application (Fig 4.3). This language, combined with the picture
insinuates that women have a level of control on Bumble.
At the bottom of the initial homepage the phrase, “We’re not just for dating anymore,” is
viewable (Fig 4.3). This placement may be a strategic way to get viewers to scroll down to view
the three ways users can use Bumble for. Beneath this phrase are the three graphics and pictures
of profiles advertising Bumble Date, Bumble Bizz, and Bumble BFF. A description of each use
is directly below each graphic along with a “Learn More” button.
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“Bumble Date” is described as, “On Bumble, women make the first move. We’re
levelling the playing field and changing the dynamics of dating. We believe relationships should
begin with respect and equality.” The language used in this description falls under both Safety
and Control frames. The claim that relationships should have “respect and equality” provides a
sense that users will be able to have a trustworthy and safe online dating experience because of
the way the platform is designed with women “making the first move.” By requiring women to
initiate conversations through Bumble Date, this provides a sense of control for women.
“Bumble Bizz” is described as supporting professional networking, similarly to LinkedIn:
“Career opportunities come about when you expand your network. On Bumble Bizz, you can
pursue a career change, meet team members, or become a mentor.” The language used to
describe the functionality of Bumble Bizz supports the Control and Options frames. The first
sentence implies taking control of one’s career through networking on Bumble Bizz is present.
The following description lists multiple possibilities for using Bumble Bizz giving the users
options of ways they want to use the platform.
“Bumble BFF” is described as, “Whether you’re new to a city or looking to expand your
social circle, Bumble BFF is a simplified way to create meaningful friendships.” The language
used to describe Bumble BFF falls under the Fun and Options frames. In this description of the
functionality of Bumble BFF, Bumble is saying that the platform is not just for romantic partners
and networking, but can be used to build friendships and social circles. This gives users another
option of how to use the platform and implies that it can be used for entertainment value and the
fun of meeting new people.
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Just below these descriptions is another graphic of an online chat on the platform, along
with a short paragraph description of Bumble, pitching to viewers why they should choose to use
Bumble (Fig 4.10).

Fig 4.10. Screenshot of Bumble’s pitch to users.(Bumble, 2022)

In this pitch, Bumble, nicknamed the “feminist Tinder” by the New York Times (Bennett,
2017), is telling viewers that it is a non-traditional dating platform through shifting gender roles
in order to empower women. The description also lists the options or ways to to use the platform,
“dating, networking, or meeting friends online,” along with stating how Bumble provides a “safe
online community,” supporting both Options and Safety frames.
Christian Mingle
At the top of Christian Mingle’s homepage is the phrase, “Love is Patient. Love is kind.
Love is Here” (Fig 4.7). This is a twist on the Biblical verse from 1 Corinthians 13: 4-8, “Love is
patient, love is kind. It does not envy, it does not boast, it is not proud…” Since the verse is well
known in the Christian community, Christian Mingle uses it to establish a sense of familiarity
and therefore a sense of trustworthiness.
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Below the first phrase and picture are three graphics describing what Christian Mingle
has to offer to its’ users including: “Strength in Numbers- Find your match in our community of
15 million Christian singles,” “Faith-Driven Singles- We bring together people who share a
commitment to Christian values,” and, “Love That Lasts- Make a meaningful, lifelong
connection with someone who shares your beliefs” (Fig 4.7). These descriptions describe a
duality of the Options frame. On one hand, Christian Mingle is advertising that they have
approximately 15 million users in the “Strength in Numbers” graphic, which describes a large
selection of people to choose from giving users options. However, the “Faith-Driven Singles”
and “Love That Lasts” graphics are described as being matched with only people who share
Christian beliefs and values, which would limit the options to only Christians.
Just beneath the graphics and descriptions is a short paragraph description on why users
should choose to use Christian Mingle. Below is a screenshot of the description (Fig 4.11).

Fig 4.11. Screenshot of Christian Mingle’s pitch to users. (Spark Networks, 2022)

Similar to the graphic descriptions above, Christian Mingle is stating that their only
purpose is to bring together those of the Christian faith. However, this description can be
classified under the Control frame since Christian users can use the platform in order to take

49

control of their dating life to find a partner who shares their beliefs, rather than sifting through
platforms that have a wide variety of people with different beliefs.
Lastly, at the bottom of Christian Mingle’s homepage is a statement about their safety
protocols, or lack thereof. Below is a screenshot of the statement, found on the right side of the
bottom of the page (Fig 4.12).

Fig 4.12. Christian Mingle’s safety statement. (Spark Networks, 2022)

Although Christian Mingle claims to prioritize safety, this statement indicates that they
do not run background checks on members. The choice to position this text at the very bottom of
the homepage implies the opposite of which the text is claiming. If the platform truly prioritized
safety, the safety tips should be more apparent and easier to find than where it is currently
located on the homepage. For this reason, this language does not support Christian Mingle’s
Safety frame.
Compare & Contrast: Language and Tone
Beginning with the initial glance of the homepages, all three of the platforms make use
of a creative slogan to hook viewers. Each website’s slogan is on brand for the type of audience
they want to attract to use their platform. Tinder’s “Swipe Right” is a broad slogan, implying that
the platform can be used for any type of relationship and is open for anyone to use. Bumble’s
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“Make the first move” refers to the core function that women are required to initiate the
conversation on the platform, highlighting that Bumble is intended to empower women by
shifting gender norms. Christian Mingle’s “Love is Patient. Love is Kind. Love is Here,” is a
twist on a Bible verse (1 Corinthians 13: 4-8), intended to attract the Christian audience by
creating a sense of familiarity.
Another language feature incorporated by all three platforms is the use of a short
paragraph pitching why viewers should use the platform. Similar to the initial slogans, each
paragraph describes the type of relationship(s) users can expect to find on the platform. Tinder’s
pitch is inclusive to everyone and encourages users to use Tinder however they desire, whether
it's for fun or to find a long-lasting romantic partner. Bumble’s pitch describes the three ways to
use the platform, Bumble Date/Bizz/BFF, and stresses the importance of creating an online
dating environment where women make the first move to establish a sense of equality. Christian
Mingle’s pitch establishes that the platform is only intended for Christians to meet a life-long
partner who shares the Christian faith. While all three platforms use both an eye-catching slogan
and a pitch paragraph, the language varies among all three depending on the intention and
functionality of the platform.
The three platforms use testimonials in different ways. Tinder uses a rotating screen of
short testimonials directly on the homepage (Fig 4.2), whereas Bumble and Christian Mingle
advertise a separate page to view their success stories. Christian Mingle describes their
testimonial page as a blog called “Believe” (Fig 4.8), while Bumble’s testimonial page is found
after clicking the arrow keys where the personal traits graphic is located (Fig 4.5). Though
testimonial strategies differ between the platforms, the use of testimonials establishes a sense of
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trustworthiness for users that they too can find a relationship, therefore using them to establish
the Safety frame.

3. Navigation and Interaction Features
Tinder
The navigation tools listed in the top left corner of the screen in white font include: the
flame logo and Tinder, Products, Learn, Safety, Support, and Download. The flame logo and
Tinder is included in the same position on all of the site’s pages, except the Support page, as a
shortcut to Tinder’s homepage.
The Products navigational tool has subcategories that appear beneath it vertically when
highlighted. Subcategories of Products include: Premium Features, Subscription Tiers which
include its own subcategories (Tinder Plus, Tinder Gold, and Tinder Platinum), and Swipe Night.
These subcategories, except Swipe Night, all lead to advertisements about the premium features
that Tinder offers. A full breakdown and chart of these paid-for features can be found under the
Subscription Tiers category. Swipe Night, however, is not a product to be bought, rather an
interactive experience through its explore feature where users can swipe along to a mystery story
every Sunday night. User’s are then matched together with those who made the same choices to
discuss them in a low risk conversation.
The Learn navigational tool leads users to a page with ten separate paragraphs with
headings all about what Tinder has to offer compared to other online dating platforms. The top of
the Learn page is the phrase “So, Why Choose a Dating App Like Tinder?” with a general
overview paragraph of why users should choose Tinder over other platforms, before breaking
down more specific reasoning in the ten paragraphs listed below.
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The Safety navigational tool also has subcategories that appear beneath it vertically when
highlighted. The Safety subcategories include: Community Guidelines, Safety Tips, Safety &
Policy, Safety & Reporting, and Security. All of these pages are text heavy and designed
similarly with topic headings and paragraphs or bullet points beneath each heading explaining
Tinder’s policy or stance on the topic. Selecting Safety leads users to the same page as the Safety
Tips subcategory where information on how to protect yourself from potential harm can be found
(Fig 4.13).

Fig 4.13. Tinder’s safety page. (Tinder, 2022)

The Support navigational tool is the only tool that redirects to another website,
help.tinder.com, as all previous the others were a webpage of inder.com. This specific website is
designed for users seeking help with Tinder (Fig 4.14).
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Fig 4.14. Help.tinder.com / Tinder’s support website. (Tinder, 2022)

Lastly, the Download navigational tool leads to a page with the ability to download the
application onto a mobile device along with the multiple mobile platforms (Android, Apple, and
HMS) and web browsers (Chrome, Firefox, Safari, etc.) that are able to access Tinder.
These are the primary, easily visible navigational tools on Tinder’s site, but there are
other more specific resources at the bottom of the homepage. One that stands out in terms of
frames was “Privacy Settings” in a small gray font at the very bottom of the page. When
selected, it shows the default preferences of data collected by Tinder from users (Fig 4.15). This
includes “Allow Marketing Permissions” and “Allow Analytics Permissions.” Tinder’s website
design of purposefully placing the “Privacy Settings” controls where users are unlikely to find
them and the preselected boxes collecting data without users being aware is interface
interference, a dark design pattern.
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Fig 4.15. Tinder’s “Privacy Settings” pop-up. (Tinder, 2022)

Bumble
The navigational tools in the top right corner of Bumble’s homepage include: The Shop,
The App, Ambassadors, The Buzz, and About. Similar to Tinder, Bumble also has its name and
logo in the left-hand corner which can be found on every page of the navigational tools (except
The Shop) as a way to conveniently direct users back to the homepage.
The Shop tool leads to a webpage outside of Bumble, bumble.shop, which is where users
can buy Bumble merchandise such as hats, shirts, and card games. Several items from the shop
are branded with Bumble’s slogan “Make the first move.”
The App has three subcategories, Date, BFF, and Bizz; the different modes Bumble
offers. Each of these categories lead to a page similar in structure to the homepage, but with a
different color scheme depending on the category. Further down each page are graphics and text
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advertising the certain category, along with a video advertisement and testimonials from The
Buzz users can click to read about.
The Ambassadors tool leads users to a page where they can sign up to be an ambassador
for the platform and represent Bumble in their community or college campus.
The Buzz tool is Bumble’s testimonial and blog page. On The Buzz users can read about
love, friendship, and business success stories along with articles on topics such as wellness,
Bumble events, and “how to” tips.
The About tool, similar to Tinder’s Learn page, contains graphics and text advertising
what Bumble has to offer. The page is split up into three short paragraphs and graphics including
“Why Bumble Matters,” “How Bumble Works,” and “The Bumble Effect.”
While the above are Bumble’s primary, easily seen and accessible navigational tools,
another set of more specific tools are in a small font at the bottom of the homepage. One that
stood out during my analysis was the Modern Slavery Act Statement. This tool directs users to a
document entitled “Bumble Statement on the Modern Slavery Act.” According to the U.S.
Department of State, modern slavery is the act of exploiting humans for monetary or personal
gain, such as human trafficking or forced labor. In Bumble’s statement, the company says they
have a “zero tolerance approach,” and are tackling the issue by raising awareness and educating
employees. Below is a picture of the statement (Fig 4.16). Neither Tinder or Christian Mingle
had a link to this or a similar statement accessible via their homepages.
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Fig 4.16. Bumble’s Modern Slavery Act Statement. (Bumble, 2022)

Christian Mingle
Unlike Tinder and Bumble, Christian Mingle does not have a navigational tool bar on the
initial view of the homepage, instead focusing on two main options: the “register today” button
and a “member login” in the top right corner (Fig 4.7). However, there is a list of navigational
tools at the bottom of the page including: About Us, Help, Contact Us, Online Safety, Success
Stories, Believe, About Spark Networks, Spark Networks Sites, Affiliate Program, Investor
Relations, Our Intellectual Property, Careers, Privacy, Terms of Service, Cookie Policy, and
Accessibility (Fig 4.8).
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While these navigational tools mainly lead to text heavy pages about policies and terms,
one tool that stood out was Spark Networks Sites. This page leads to spark.net/our-portfolio,
where users can see the 12 online dating platforms that The Spark Networks owns and operates.
Each of the dating platforms are designed for people of a particular group such as Jdate for Jews,
LDSsingles for Mormons, Silver Singles for people over the age of 50, or Elite Singles for those
with a high education level. After briefly visiting these sites, it is clear that The Spark Networks
uses a similar template for each platform they own. Of the listed examples, none of the sites have
navigational tool bars on the initial homepage, requiring users to scroll to the bottom of the
screen to see navigation options. Jdate, LDSsingles, and Christian Mingle all have the same set
of tools, aside from the name for their testimonial/blog page (Believe for Christian Mingle).
Compare & Contrast: Navigational Tools
Though each online dating platform had different navigational tools, one commonality
between all three platforms is the hidden lists at the bottom of the homepages. These hidden
tools are more specific, policy or terms related materials. This is where each of the websites have
their privacy policies listed, containing what information they are collecting about users and
what they are doing with that data, such as selling it to advertisers. Online dating platforms profit
off of users’ data, which is why the platforms try their best to keep it hidden from users by
placing it in small print at the bottom of the homepage. Purposefully hiding it from users is
considered interface interference, a dark design pattern meant to benefit the platform rather than
the users.
Tinder and Bumble both have navigational tool bars at the top of their homepages, but the
contents of them differ. Tinder’s navigational tools (Products, Learn, Safety, Support, and
Download) are mostly topics that support the user, allowing them to have a better experience and

58

understanding of the platform. However, Bumble’s navigational tools (The Shop, The App,
Ambassadors, The Buzz, and About) are more directed at building Bumble’s brand, rather than
options that support the user. Christian Mingle does not have a navigational tool bar atop its
homepage, rather just a “register now” button near the center of the page. Navigational tools
emphasize what is important to the platform since they are what is most clearly available to its
users. Based on this area of analysis, Bumble is concerned with brand building and advertising
different features; Christian Mingle relies on users trusting the site without any tools; and Tinder
has considerably the most user-friendly, informational navigation tools with safety as a top
priority.

4. Profile-Building
Tinder
When beginning the profile-building process by selecting either “Create an Account”, in
the center, or “Log In,” in the top right-hand corner, Tinder asks users to log in with either a
Google account, Facebook account, or a phone number. To explore account creation for all three
sites, I created a burner Google account that has since been deleted in order to log in without my
personal information being used, aside from my phone number, and created and then deleted
each account after gathering data.
Once selecting Google and using the burner account with the pseudonym “Amy Smith,”
the following screen requires one to enter their mobile phone number, followed by a screen
requiring a confirmation code from a text that was sent to the phone number. (For this reason, I
had to use my own personal phone number to continue with the analysis.) Users cannot continue
to create an account without completing this step. After entering the verification code and
selecting continue, users are then taken to the following page shown below. There is an initial
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pop up with Tinder’s “house rules,” that requires the user to select “I Agree” before continuing
to build their profile (Fig 4.17).

Fig 4.17. Tinder’s user agreement rules before filling out profile. (Tinder, 2022)

Once the user has agreed to the rules, they are required to fill out general information
including: first name, birthdate, gender, who they want to see on the platform (men, women, or
everyone), and at least two photos. When selecting a gender on Tinder, there is an option for
“More,” which gives a thorough list of gender identities, including “Other” if the way one
identifies is not listed. Users also have the option to choose to show their gender on their profile.
While this is the required information needed to create a profile, the same page gives users the
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option to add their passions from an extensive list of options, along with their sexual orientation,
again with a thorough list including “Other” if one’s sexual orientation is not listed.
After inputting the required information, selecting “Continue” at the bottom of the page,
and allowing the location access notification, the following page immediately starts showing
users other profiles to get users to start “swiping” right away. In order to fill out the profile more,
users must select their name and profile picture in the top left corner as seen below (Fig 4.18).

Fig 4.18. Page to view other profiles on Tinder. (Tinder, 2022)

After choosing to edit, Tinder allows users to add more pictures and a short biography
with the ability to type freely within the 500 character limit. Further down, users can identify
their passions, zodiac sign, what types of pets they have, smoking habits, job title and company,
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school, city of residence, and have the option to connect their Instagram photos to the platform
and a Spotify “anthem” song (Fig 4.19). The very bottom of the editing page also allows users to
change their gender identity and sexual orientation.
The left side of the profile-building screen contains navigational tools and advertisements
for premium versions of Tinder. There is also a selection to not show one’s profile on Tinder,
which I selected for this analysis. Other navigational tools include setting the distance and age
preference to show corresponding profiles, help and support, safety, and legal settings. The very
bottom of these tools allows users to logout and delete their account.

Fig 4.19. Tinder profile-building page in platform. (Tinder, 2022)
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Bumble
Clicking the “Join” button on Bumble’s homepage leads users to the first page of creating
a profile asking users to either use their Apple ID, Facebook, or phone number. For this analysis
I used my cell phone number and deleted the account after analysis was conducted. Similar to
Tinder, Bumble requires a six-digit authentication code sent to the input phone number. After
verification, Bumble walks users through each required question one by one, rather than Tinder
displaying all required information on one page. Bumble requires first name, birthdate, gender
identity, and one photo, whereas Tinder also requires choosing which profiles one wants to see
(male, female, or everyone) and two photos. Bumble also has an entire page dedicated to
allowing location access and another agreeing to guidelines of the website, both required to
approve of before continuing.
The following page after filling out all required information is selecting a mode to use,
either Bumble Date/ Bizz/ or BFF. In my analysis I initially chose BFF mode, but analyzed each
of the different modes. Once a mode is selected, similar to Tinder, Bumble places the account
online and begins to show the user other profiles. Users must select their profile picture and
name in the top left corner to continue to fill out their profile. Within the edit profile selection,
categories include: My Profile Prompts (which give open-ended prompts to answer), About Me,
My Work & Education, My Basic Info, and Linked Accounts. These categories (aside from
Linked Accounts in Bizz) are consistent throughout all modes, however the menu choice options
for each category differ throughout each mode. The following is how each mode differs in selfpresentation features.
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Bumble Date
●

Romantic profile prompts such as “The perfect first date to me…” or “The quickest way
to my heart is…”

● Basic info self-presentation features: height, exercise, star sign, educational level,
drinking patterns, smoking patterns, cannabis patterns, looking for, kids, religion, and
politics (Fig 4.20)
Bumble BFF
● Friendly profile prompts such as “Greatest travel story…” or “Most inspiring person I’ve
ever met…”
● Basic info self-presentation features: looking for, relationship, have kids, smoking habits,
drinking habits, exercise, new to area, cannabis habits, star sign, and religion
Bumble Bizz
● Business/ interview style prompts such as “Three things on my professional bucket
list…” or “The last book I read about business…”
● Basic info self-presentation features: looking for, industry, years of experience, and
education level

Each of these modes allows users to have a completely different set of information, aside
from name and age, giving users the ability to self-present differently depending on what mode
they are using. In terms of the self-presentation control frame, the following features stood out:
● The Gender subcategory of My Basic Info contains a warning above options saying users
are only able to change this twice
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● The Settings navigational tool allows users to select two filters to easier find people they
are interested in (Fig 4.21)
● The Settings also contains “Move Making Impact” where users can select a cause to
support that Bumble will donate to when users message a match (Fig 4.21)
● The Height and Politics are self-presentation features on Bumble Date, but not Bumble
BFF

Fig 4.20. Bumble Date profile-building page. (Bumble, 2022)

65

Fig 4.21. Bumble settings page. (Bumble, 2022)

Christian Mingle
Selecting “Register Today” on the homepage of Christian Mingle will bring users to their
sign-up page where they can use Facebook, Apple ID, or an email address with a self-made
password to register. I used the burner email account to continue the profile-building process.
The following page requires filling out first and last name, choice of identifying as male
or female (no other options), birthdate, zip code, agreement box to Terms of Service and Privacy
Statement, and a Captcha.
The next step requires users to upload one photo of themselves, but the photo must go
through a pending process and is not available to view on one’s profile immediately like Bumble
and Tinder’s uploading process.
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The following screen (Fig 4.22) directs users to input their height, marital status (never
married, widowed, or divorced), religion (all different denominations of Christianity), church
attendance patterns, occupation, whether users have kids or want kids, and level of education.
Users are able to select “Next” without filling in any information in this section.

Fig 4.22. Christian Mingle profile-building. (Spark Networks, 2022)

The following page allows users to write a biography, with no limit on character count,
and has a link for tips on how to write a good biography. Selecting “skip” in the right corner
allows users to bypass this step.
The next page allows users to select interests from categories including Sports and
Fitness, Activities, Arts and Entertainment, Travel, and Music. Again, there is an option in the
top right corner to skip this step.
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The final step in setting up a profile before viewing other profiles is a discovery
preference page where users can input specific information for the type of person they are
looking for. I input my gender as a woman, so the platform had preselected “Men” as the gender
I was looking for, but it does give users the ability to switch it to women, men, or both. The page
also asks for preferences on age, distance away from one’s location, religion (denominations of
Christianity), and relationship type (friend, long-term relationship, marriage, or marriage &
kids). There is also an option for advanced preferences that includes willingness to relocate,
language, and ethnicity. This discovery preferences page acts as a filtration feature to show users
matches that correspond to their requests.
Just before viewing profiles, Christian Mingle directs users to an advertisement page
displaying their premium features. There is a “bring me back” button at the bottom of the page
which directs to the website to view matches. This is considerably the dark design, nagging, as it
redirects users to a different task from what the user is trying to accomplish.
Selecting the profile icon in the top right corner allows users to edit their profile further.
Other options users can add include: willingness to relocate, college attended, city one grew up
in, ethnicity, language, pets, drinking habits, smoking habits, and preferred first date (Fig 4.23).
Each of these has menu selections to choose from, but there is also an “About You” section
where users can freely type a biography.
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Fig 4.23. Christian Mingle profile-building within website. (Spark Networks, 2022)

Under the Account Settings option users can change their account information where it
allows users to change their gender, but only male or female. It does not have a limit on how
many times one may change it like Bumble. Within “My Account” is the option to change
discovery settings and allows users to see both male and female profiles. Christian Mingle
obstructs users from finding the ability to delete their account by creating multiple steps to find
it. Within “My Account” are “Account Settings,” which contains, “Profile Display Settings,”
where users can then find the option to permanently delete their profile (which was selected after
the analysis process).
Compare & Contrast: Profile Building
All three online dating platforms profile-building sections require a user’s name,
birthdate (age), gender identity (with only male and female as the options on Christian Mingle),
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who they want to view on the platform (males, females, or everyone), and at least one photo. All
three platforms also have some variation of a photo verification process, however it is optional to
do so on Tinder and Bumble, whereas Christian Mingle pends one’s photos until they have been
processed as appropriate for the website. Each site also only requires the previously listed
information be input before placing one’s account on the platform and showing other profiles.
My intention was not to publish the account on the website, but the platforms automatically
direct users to begin viewing profiles and matching. Immediately after completing my analysis I
permanently deleted each account. However, to further build out one’s profile, users must select
their profile picture within the platform to edit it.
Below is a Venn diagram comparing what features each platform allows users to selfpresent with after selecting to edit their profile (Fig 4.24). (Bumble Date mode was used for
Bumble’s features.)
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Fig 4.24. Comparison of self-presentation features among platforms

Both Tinder and Bumble have a pop-up before allowing users to continue using the
website, requiring that they agree to safety rules of the platform. Christian Mingle did not have
this step within profile-building.

5. Frame Comparison for Tinder, Bumble, and Christian Mingle dating sites

71

FRAMES & QUESTIONS

TINDER

BUMBLE

CHRISTIAN
MINGLE

Does the website imply there are a
wide variety of people on the
platform?

Yes
(Fig 4.9 “With over
55 billion matches
made, it’s the place
to be to meet your
next best match.” /
Fig 4.2 testimonials)

Yes
(Fig 4.4 - 3 Modes
of Bumble)

No

Does the website include pictures of
several people?

Yes
(Fig 4.1)

Somewhat
(Fig 4.4)

No
(Fig 4.7)

Does the website suggest multiple
types of relationships users can find
on the platform?

Yes
(Fig 4.9 “There
really is something
for everyone on
Tinder. Want to get
into a relationship?
You got it. Trying
to find some new
friends?”)

Yes
(Fig 4.10 “Bumble
empowers users to
connect with
confidence whether
dating, networking,
or meeting friends
online”

No

Do user experience features support
this frame overall?

Yes- “Swipe
ability”

Yes- Multiple
modes to use

No

Does the website use language
implying the platform can be used
for entertainment?

Yes
(Fig 4.9 “There
really is something
for everyone on
Tinder.”)

Somewhat- (Fig
4.4- Bumble BFF
friendships)

No

Does the homepage show
friendships?

Yes
(Fig 4.9 “Trying to
find some new
friends? Say no
more.”)

Yes
(Fig 4.4- Bumble
BFF)

No

Does the website’ profile-building
allow users to self-present as just
using it for fun?

Somewhat- Ability
to freely write
biography, up to
user to say so

Yes- “Looking forsomething casual”
as an option to
identify as

Somewhat- Ability to
choose “looking for
friendship,” but
catered for long-term
relationships

Do user experience features support
this frame overall?

Yes - Any use/
Swipe Night game

Yes - Identification
options/ Bumble
BFF

No

Options

Fun

Safety
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Does the website have a clearly
labeled section on safety?

Yes
(Fig 4.1 in nav
tools/ 4.13 safety
page)

No

Somewhat- (Fig- 4.8
hidden at bottom of
homepage)

Does the website implement design
features in the profile-building page
to determine validity of the user?

Yes- Photo
verification process

Yes- Photo
verification process

SomewhatAppropriateness, not
validity verification
process

Does the website address safety
features before creating a profile?

Yes- (Fig 4.17)

Yes- Pop-up
agreeing to
guidelines

No

Do user experience features support
this frame overall?

Yes- Many safety
pages/ support page

Somewhat- Hard to
find

No

Does the website’s profile-building
allow for areas of self-expression?

Yes(Fig 4.19/ Open
bio)

Yes(Fig 4.20/ Open
bio)

Yes(Fig 4.23/ Open bio)

Does the website offer a premium
service?

Yes- Tinder
Subscription Tiers

Yes- Bumble
Premium/ Bumble
Boost

Yes- Upgraded
account

Does the website use language
involving control for the user?

Yes- (Fig 4.9
“There really is
something for
everyone on
Tinder.”)

SomewhatDirected at women
(Fig 4.10- “We’ve
made it not only
necessary but
acceptable for
women to make the
first move.”)

Somewhat- Directed
at Christians (Fig 4.7“Make a meaningful,
lifelong connection
with someone who
shares your beliefs”)

Do user experience features support
this frame overall?

Yes - Tinder
Subscription Tiers

Yes- Bumble
Premium/ Bumble
Boost/ Filter
options

Yes- Upgraded
account/ Filter
options

Control

Table 4.1. Frame Comparison Table
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CHAPTER FIVE: DISCUSSION
This chapter’s goal is to apply the findings within the Analysis chapter to each of the
frames and discuss what aspects of the platform’s website design support or do not support each
particular frame, along with how these designs may affect a user’s self-presentation. This chapter
is categorized by each frame (Options, Fun, Safety, and Control) followed by subsections of each
platform (Tinder, Bumble, and Christian Mingle). The Control Frame section combines the three
platforms into one subsection because of similarities between all platforms. Following the
discussion of the frames is a section on the Website Design Effects on Self-Presentation that
examines how the design of each platform may affect self-presentation. Lastly, there is a section
on Dark Design reviewing the few dark designs I found within my analysis.

Options Frame
Tinder
Of the three platforms, Tinder had the strongest appeal to the Options frame. Through the
homepage layout, language, and self-identifiers within the profile-building page, Tinder uses all
these elements to create a sense that users have several options in terms of use, types of
relationships, and a variety of different types of people. Beginning with the initial look at the
homepage, Tinder advertises 19 different profiles as their background image. These profiles
range in gender identity and race, showing that there are several types of people using the
platform. Tinder also uses language to strengthen its Options frame by describing the multiple
ways to use Tinder in its “pitch” paragraph and several different short testimonials on the
homepage. Each story is unique and describes a different type of relationship ranging from
homosexual partnership, religious marriage, or simply friendship. Lastly, though it has the least
amount of self-presentation features (Fig 4.24), Tinder (and Bumble) had several options for
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gender identity, including “other” if they did not have it listed. Tinder does allow a short
biography where users can type freely to self-present however they please.
Bumble
One of the main selling points of Bumble is the three modes to use the platform: Bumble
Date, Bumble BFF, and Bumble Bizz. Though it breaks usage into categories, whereas Tinder
allows all types of relationships in a singular mode, Bumble makes a strong case for its Options
frame. Bumble does not have quite as many pictures of people/profiles as Tinder, but it
advertises three different people that correspond to the particular mode (Fig 4.4 ). This
advertisement and the language of using Bumble for three unique purposes in the “pitch”
paragraph show that the platform has multiple options for use. In addition, Bumble has the most
comprehensive self-presentation features, giving its users many ways in which to present
themselves along with space to write a short open-ended biographical statement.
Christian Mingle
Referring to the Frame Chart Application, Christian Mingle received Nos to all of the
Options frame questions. Christian Mingle was designed to be used by only those of the
Christian faith. The platform lets users further identify by denomination of Christianity, but its
focus is for users to find a “God-centered” relationship. The company that operates Christian
Mingle, The Spark Networks, has 12 total online dating platforms that all are directed at a niche
audience, whether that’s a religion, age group, or class system. Though the website uses
language advertising 15 million people use the platform, they are specifically Christian singles,
implying that no one other than Christians use the website.
Christian Mingle did have the second most comprehensive self-presentation features of
the three platforms, though most of these features related to religion or commitment level
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(church attendance and willingness to relocate). When choosing a relationship goal, the platform
allows users to choose a “friend/ activity partner” or “marriage,” giving some options, but not
many. However, when identifying as a gender, the only options were man or woman, showing
Christian Mingle values traditional gender roles by not presenting other options. Overall, I did
not classify Christian Mingle into the Options frame because of these content and interaction
features.

Fun Frame
Tinder
Tinder builds its Fun frame through the use of its language, navigation tools, and in the
profile-building page. Tinder displays short, unique testimonials on its homepage, some of which
describe using Tinder as a tool for entertainment such as Elissa Donahue’s story (seen in section
two of analysis). The language in the “pitch” paragraph describes Tinder as an app that is “for
everyone,” where users have options for the types of relationships they wish to find and
reasonings for using the platform. This implies that the platform can be used for entertainment
purposes or finding less-serious relationships. Tinder also creates a Fun frame by implementing
an entertaining, interactive experience called “Swipe Night” located in the subcategories of
“Products” within Tinder’s navigational tools. “Swipe Night” allows users to follow along with a
mystery story and make impulse “swipes” dictating the plot of the story and encourages using
the platform for entertainment purposes. Lastly, though Tinder does not have a self-presentation
feature specifically for identifying what type of relationship or reason the user may have for
using the platform, it does allow users a 500 character biography where users have the ability to
describe what they are looking for, whether that’s to date or just for fun.
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Bumble
Bumble’s strong suit for the Fun frame is the Bumble BFF mode. This use of Bumble is
specifically intended for finding friendships rather than romantic relationships in Bumble’s Date
mode. Bumble describes Bumble BFF mode as a “way to expand your social circle” or “make
meaningful friendships,” both considerably fun processes. However, if using Bumble Date for
entertainment purposes or to find a less-serious relationship, Bumble includes a self-presentation
feature, “Looking for,” to describe your intentions. If users are not actually looking for a
romantic relationship, they can identify as “Something casual” within “Looking for.” By creating
a mode specifically for friendships and allowing users to self-present as just wanting something
casual in the dating mode, Bumble can be classified as a Fun platform.
Christian Mingle
None of Christian Mingle’s homepage attributes qualify the platform to be classified
under the Fun frame. The language on the homepage used to describe Christian Mingle discusses
finding a serious lifelong partner who shares Christian beliefs and only shows a picture of one
couple holding each other, rather than multiple types of people like Tinder and Bumble, implying
that the platform’s only intended use is for relationships. However, when creating a profile, the
platform allows users to choose that they are looking for a “friend/ activity partner” rather than a
romantic partner. Nonetheless, users would not infer this from the homepage and would not
realize that this is an option until a few steps into the profile-building process, therefore I would
not classify Christian Mingle within the Fun frame.
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Safety Frame
Tinder
Tinder’s navigational tools and profile-building process supports the platform’s Safety
frame. Of all three platforms, Tinder was the only one to have a clearly labeled navigational tool
on safety, specifically titled “Safety,” in its navigational toolbar on the homepage that viewers
can see immediately. Not only this, but the Safety tool has several subcategories such as
guidelines, tips, and reporting. During the profile-building process, users must agree to safety
rules and regulations immediately after verifying your phone number and before you can enter
any information in your profile. Tinder also offers an optional photo verification process to
prove the validity of the user. Once verified, a blue check mark symbol appears next to your
name on your profile. Overall, Tinder implements several safety measures and makes them easy
for users to find.
Bumble
Although Bumble uses language in their “pitch” paragraph promoting how it is a
platform that “prioritizes kindness and respect” and “provides a safe online community,” the
website does not provide a clear navigational tool on safety like Tinder does. “Guidelines” and
“Terms and Conditions” are related topics, but they are found at the bottom of the homepage, not
easily found. However, Bumble does require a similar safety rules and regulations agreement
like Tinder, but Bumble has users input their name, age, location, and gender identity before the
safety pop-up agreement appears. Bumble offers the same optional photo verification process
that Tinder does to prove validity of the user. Since Bumble does not have a clearly found
navigational tool on safety, but it does implement other safety measures, its Safety frame is not as
strong as Tinder’s. This came as a surprise since Bumble is a female-oriented platform built to
empower women, yet it falls short in comparison to Tinder with safety features. The main reason
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women give for why dating has become harder in recent years is because of the risk of fear
involved in potential harassment (Brown, 2020). For a site that is structured to empower women,
I would have thought Bumble would have a stronger focus on safety.
Christian Mingle
As with the previous frames, Christian Mingle also significantly lacks in its Safety frame
in comparison to Tinder and Bumble. Similar to Bumble, Christian Mingle has its safety related
navigational tool at the bottom of the homepage in small print. As seen in figure 4.12, Christian
Mingle has a disclaimer that it does not run any background checks, but rather users can
reference online safety tips in place of this process. Christian Mingle also does not have a photo
verification process to check for validity of the user, like Bumble and Tinder, but all photos are
reviewed to check for appropriateness. There is also no agreement to rules and regulations as
Tinder and Bumble have.
Clearly Christian Mingle is deficient in its Safety framing, however, this may be from the
idea that it is only intended for Christian users who are supposed to be strong in morality,
therefore not needing a thorough safety process. This concept ties back into the initial story of
Perrin’s use of Mutual, the LDS dating platform, where she felt a level of trust since everyone on
the platform is supposed to hold similar values.

Control Frame
Tinder/ Bumble/ Christian Mingle
For the Control frame, I have grouped all three platforms together because they all
support the idea of control. All three platforms allow open self-expression through the
biographies section where users can type freely, within the character limit, and have multiple
self-presentation features. The platforms also all offer a premium service where users have the
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opportunity to have more control over the way they use the platform, such as being shown to
more profiles or the ability to express more interest in someone. Through the self-presentation
features, users are able to control how they personally present themselves on the platform,
whereas the premium services allow users to have control over the platform itself.
Bumble and Christian Mingle also offer a filter option where users can select certain selfpresentation features they desire in a partner so the platform only shows profiles who identify as
such. However, Bumble only allows two free filters to be used, whereas Christian Mingle has no
limit. This filter option allows users to have more control over the types of profiles they see, but
also implies that the platforms’ goal is to partner users together in a successful match. Since
Tinder does not have this filtration ability, it implies that Tinder wants its users to be open to
everyone and all sorts of possible relationships.
There are also a few differences between the platforms in terms of what demographics
supposedly have more control on the platform. Tinder uses inclusive language, showing that
anyone can take control of the platform however they please. Bumble is a female-oriented
platform that uses language that encourages women to take control and initiate the conversation
by requiring that women “make the first move.” Christian Mingle uses language that specifically
encourages Christians to take control of their love life to find a “lifelong, God-centered”
relationship with someone that shares their faith. Though Bumble and Christian Mingle may not
imply control for users of all backgrounds, like Tinder, they allow control for their targeted
demographics.
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Website Design Effects on Self Presentation
Tinder
Tinder’s website design choices imply that users have freedom of self-presentation
and can use the platform for whatever purpose they desire. Starting with the initial view of
the website’s homepage, Tinder shows a diverse group of profiles to indicate that anyone can use
Tinder and express themselves as they please. The language in the pitch paragraph reinforces this
concept claiming that the platform is inclusive to everyone regardless of any sort of background
and users may use Tinder for their own unique purpose.
Within the profile-building pages, users have several options in terms of gender identity
self-presentation. Though Tinder has the least amount of other self-presentation features to
identify by, Tinder allows users to freely type a biography (within a 500 character limit)
implying that Tinder wants to give users freedom of self-presentation by relying on an freeresponse biography instead of multiple self-presentation features to identify by like Bumble and
Christian Mingle include. By including several gender identity options and pushing users to
utilize the free-response biography section, Tinder’s design choices imply that users can do what
they want with the platform in terms of both self-presentation and gratification.

Bumble
Bumble’s website design choices imply that female-identifying users have control
and encourage users to be detail-oriented in their self-presentation. Beginning with a general
overview, Bumble contains the most sections to their homepage, advertising several different
aspects of the platform including the three modes one can use Bumble. Through this design
choice, Bumble provides the most details about what users can expect to find and see on the
platform. When creating a profile, Bumble includes the most ways to self-present and changes
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the features depending on which mode of Bumble you are using. Bumble Date mode included
the most of these features (16 in total) with several menu choice options to select from,
encouraging users to self-present with great description. When uploading photos to Bumble,
there is text saying that profiles with at least six images are “more popular,” also encouraging
users to post more details of themselves.
As a platform built to give women the power in romantic relationships, Bumble’s detailoriented design is purposeful because women have greater attention to detail (Shambaugh, 2017),
therefore catering to women.
Christian Mingle
Christian Mingle’s website design choices imply that one should use the platform in
order to find a traditional, faith-based, heterosexual marriage, and should self-present
themselves as wanting such relationship. First, Christian Mingle only uses a picture of a
heterosexual, Caucasian couple on their homepage and does not include any testimonials or
language describing that it can be used by the LGBTQ community. The language describing one
of the graphics on the homepage says, “make meaningful, lifelong connections,” implying that
one can expect to find a marriage partner on the platform.
When building a profile, Christian Mingle was the only platform of the three to only
provide male or female options for gender identity, whereas Tinder and Bumble had a long list
including “other” if one’s gender identity was not listed. The design choice of only including
these two options shows that the website takes on traditional and Christian values, catering to
their desired audience. While Christian Mingle does have several features to identify by, several
are religious or marriage/ long-term relationship related features (e.g., Christianity denomination
or “Religion,” or “Willingness to relocate). Again, this design choice of including features like

82

these to identify as caters to the Christian audience and encourages users to self-present as such
if they wish to find a successful relationship on the platform.
In terms of Erving Goffman’s dramaturgical analysis, presenting oneself to the
world like an actor presents themself to an audience on a stage, Tinder arguably allows for
the most freedom when it comes to presentation of self. Bumble and Christian Mingle offer
several self-presentation features to identify by, but this type of identification design may keep
users from truly presenting who they really are by quite literally “boxing” them into certain
categories (as the identifiers are in a box shape). Bumble and Christian Mingle also have a target
audience for their platforms, Bumble catering to women and Christian Mingle to Christians.
While Tinder does offer a few self-presentation features, they are more general features, such as
one's job or city they reside in, which are ideals that are relatively definite. When it comes to
presenting unique characteristics, Tinder pushes users to utilize the free-response biography
allowing users to self-present with whatever degree of detail they please. The overall website
design of Tinder is one that is open to all, allowing for the greatest amount of presentation of self
(Goffman, 1956).

Dark Designs
While the dark designs I found during my analysis are not directly related to the user’s
self-presentation, I came across three major dark designs among all of the platforms: privacy
settings placement, immediately directing users to begin matching and using the platform, and
making it difficult to find the delete account option.
Across all platforms, the placement of the privacy settings was at the bottom of the
homepage in small print. This is an example of the dark design “interface interference,” as the
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platforms purposefully hide the privacy settings in areas of the screen less likely to be seen so
users are then less likely to discover the types of data the websites are collecting from them.
During the profile-building process, all platforms require some personal information, but
as soon as this was input, each platform directs users to the matching page to begin using the
platform. Users then must go into their profile option within the platform to further complete
their profile. This, again, is an example of interface interference, a dark design to distract users
from their profile-building task and to immediately begin using the platform.
Lastly, all platforms made the process of deleting one’s account difficult. This could be
considered a combination of interface interference and obstruction dark designs. By purposefully
hiding the “delete account” option at the very bottom of the settings, and Christian Mingle hiding
it within another step, the platforms use interface interference by trying to keep it out of sight
from users. By requiring multiple steps to find this option, this design can also be considered
obstruction by making the process more difficult than it needs to be (Gray et. al, 2018). Hiding
the privacy settings and the “delete account'' option not only are dark designs, but go against
standard guidelines for user interface design by lacking the Availability quality (Apple, 2005) as
discussed in the Literature Review.
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CHAPTER SIX: CONCLUSION

Challenges
Within my content analysis of the profile-building pages of the platforms, I found that the
platforms required at the very least an email account or phone number to begin creating an
account. In order to stay as anonymous as possible, I had to create a burner Gmail account for
sites that required an email, Tinder and Christian Mingle. Bumble, however, allows members to
sign up through a phone number. In this case, I had to input my personal phone number since
there was no other way to continue analysis without it. Since I had personally used Bumble years
ago, when I first input my phone number, it immediately logged me into my old profile that I
apparently had not deleted properly. I figured out how to permanently delete my personal
account (since I no longer have a need for it) and began the analysis process with a fresh start.
Figuring out where to properly delete each account after the analysis process was also a
challenge I faced. Tinder and Bumble hide this option at the very bottom of the “Settings”
categories in the profile-building page within the website, and Christian Mingle goes a step
further requiring users select settings, profile display options, and then the permanently delete
account option. This challenge ties into the dark design, obstruction, as platforms purposefully
make it difficult to delete a user’s account in order to keep accounts active. When I had used
Bumble in the past, I solely used it on my mobile phone. When I no longer had use for it, I
deleted the application itself off my phone, thinking that would delete my account as well, but
clearly it did not.
Lastly, I also found the analysis process somewhat overwhelming because of the amount
of details and links to other pages each platform contains. Each platform could have been delved
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into even further, but for the sake of time and length, I kept things as a relative overview and
highlighted what stood out in comparison with all three platforms.

Further Research
Further research of this topic would do well to look at the mobile phone application
design of these platforms, comparing how content may differ between the app and the website
and across the platforms. As Deshdeep (2021) describes users preferring to use mobile
applications over websites because of ease of accessibility, research would do well to view this
process as most users of these platforms are using them more commonly on their mobile devices.
More recent user interface guidelines that focus on mobile applications, such as Apple’s iOS
Human Interface Guideline (2011) that may be helpful for analyzing mobile dating applications.
Other online dating platforms could also be analyzed in further research, especially other
platforms specifically for a niche or religious audience (e.g., Mutual, Silver Singles, or Elite
Singles). Highlighting these types of online dating platforms could serve as a good comparison
to popularized dating platforms without a specific audience (e.g., Tinder, Bumble, or Hinge) to
compare what frames are important to which types of sites. Research could also look at
commonalities between religious online dating platforms and determine if they also lack the
same framing that Christian Mingle was found to not have. Similarly, other frames could also be
used in analysis and comparison of the platforms such as convenience or accessibility.
Another route for further research of this topic is to take on a different methodological
approach. By using interviews or a focus group as the methodology, researchers may be able to
understand the uses and frames of the platforms from a personal point of view of users. Further
questions could delve into what common self-presentation misrepresentations users find and how
the framing of each platform may relate to or cause them. Using surveys as the methodology,
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researchers may be able to find a broader sense of how users of the platforms view them and
determine framing in such a way.

Future of Online Dating
As of 2013, online dating now leads as the most common way to meet a significant other
(Rosenfeld et. al., 2019) and the growth, in terms of both users and revenue, continues to rise for
online dating platforms (Curry, 2022). This method of meeting a romantic partner is one that will
presumably increase as the presence of technology in our daily lives simultaneously increases.
The question then is, what is the next step for online dating platforms in a progressive society?
We have seen platforms advertise several types of possible uses for the platform, including
diversified relationships, and new features to keep users interested and participating on the
platforms. Bumble has made specific modes for finding multiple types of relationships and
Tinder has created the “Swipe Night” user-interactive gaming feature, but what is next for the
platforms when users become familiar (and perhaps bored) with current technologies and these
companies focus on competitive challenges of innovation?
Goffman (1956) teaches that one can present themself with whatever qualities they
choose, like an actor in a performance. In a technological world, self-presentation features are
shaped and influenced by interface features. The more online dating platforms increase their
technological capabilities, the more ways user self-presentation can occur. User experience and
interface must be considered in the advancement of online dating platforms. The success of
future dating platforms will rely on the unique interface qualities and how it can be marketed to
certain types of people. For instance, the dating platform Hinge, offers users the ability to
comment or like a certain text prompt, photo, or video, making it easier for shy users to strike up
conversation. Another dating platform, Dine, allows users to select restaurants or bars to meet up
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at, catering to food-lovers and people who would prefer to meet up in-person rather than chatting
online (Onix-Systems, 2018). Not only do platforms like Hinge and Dine offer more specialized
user interface design directed at certain groups of people, but commercial and marketing
opportunities can greatly take advantage of partnering with these platforms, such as restaurants
and bars being promoted on platforms like Dine. Targeting specific audiences would allow for
more self-presentation and business opportunities.
According to Tinder and Bumble’s 2021 annual filing reports, both platforms take into
consideration user experience features that resonate with convenience for the user, such as the
“Swipe” ability (founded by Tinder) and the analytical learning capabilities of the platforms to
personalize the user’s experience. Both Tinder and Bumble plan to incorporate and consider user
experience in the future of growing the platforms. However, the Spark Networks 2021 annual
filing report claims that their growth strategy is to focus on product innovation and partnerships,
while acquiring more brands that cater to religious and older groups of people. While both
strategies may be beneficial to the companies, I would advise the Spark Networks to also
consider more user experience strategies that resonate with a younger age group, as 48 percent of
18- to-29-year-olds say they have used an online dating platform (Anderson et al., 2020).
The coronavirus pandemic played a large role in expanding online dating platforms, as
people were restricted to virtual social interactions. While Bumble incorporated a video chat
feature in 2019 (pre-pandemic) (Matney, 2019), the coronavirus pushed Tinder to roll out its own
video chat feature, “Face to Face” (Carman, 2020). These user-to-user features may give way to
the next possibility in online dating; virtual reality and artificial intelligence. Facebook
introduced this concept back in 2017 with a virtual reality dating show (Ware, 2017), where
people put on virtual reality equipment and played as some type of character doing an activity
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with another. The advertising opportunities with virtual reality online dating, in terms of both the
user and the places within the virtual reality, are seemingly endless. By creating a virtual reality
experience, online dating platforms could gamify the platform, expand user self-presentation
opportunities, and explore a new way for relationships of all sorts to initiate and flourish.
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